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_ AND BRING MORE PEOPLE TO YOUR STORE 


qpex is telling 19,728,459 national magazine readers during 
October, November and December why they should buy Apex 
washers and ironers in preference to those of any other make. 


In so doing, Apex adds another sales stimulating service to the already 
long list of forceful, effective sales aids for Apex dealers, in order that 
they may enjoy increased sales volume and ever increasing profits. 


National advertising is a vital, dominant factor in merchandising 
today. It acquaints the reader with the product and keeps the product 
constantly before the attention of the prospect. It breaks down sales 
resistance and makes it easier for the salesman to sell . . . for you to sell. 


This is just another reason . . . one of many reasons why you should 
tie to Apex ... Apex gives you a well-rounded line of high quality, 
beautifully designed appliances backed by constant research and 
23 years of manufacturing experience. 


Apex gives you interest-compelling sales promotion material to bring 
more people to your store ... then provides the Big 3 Sales Plan 
that sells 3 out of every 4. 


Apex gives you the Permanent Profit Finance Plan that assures larger, 
quicker profits for all Apex dealers. Reduces repossessions, eliminates 


EXPLORER «72,395 FF. liability and increases credit resources. 
: Truly Apex offers most... the most in sales advantages... to alert 
aggressive dealers. If you are not enjoying these advantages, then 
J write today for full line catalog. 
RSMAS. PICCARD 51,775 FT. 
47,572 FT. APEX ROTAREX CORPORATION e Cleveland, Ohio 
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Stock Up And here is what they forecast for market, inspired vast numbers with a 
ag the market: desire for this service. 
2x ROM many sources of trade in- “American housewives last year Today history is repeating itself. | 
formation in many retail lines spent about $36,000,000 to buy mod- The General Electric New American 
e. come forecasts of a merchan- ern gas ranges. American women are Homes have been built in some hun- 
dise shortage during the holiday sea- going back to the kitchen by the tens dreds of communities and have been 
ly son. Retail increases now are such of thousands. Cooking, which for a visited by great numbers of prospec- 
that an altogether exceptional Christ- time threatened to become a lost art, tive home builders and buyers. More 
at mas buying season can be confidently has had a renaissance since the onset than fifty Kelvin homes have been 
ts. predicted. Electrical appliances, espe- of the depression and a girl who isn’t built embodying Kelvinator’s contribu- 
cially heating devices, mixers, clocks a proficient cook today has a slim tion to better living in the moderate 
and cleaners are popular gifts. It chance of becoming a bride. This new priced house. Utilities, as for instance 
ag looks like a clean up for the retailer interest in the culinary art is destined the Brooklyn Edison Company, are 
ict with ample stock well displayed and to increase substantially sales of mod- building exhibition homes displaying 
ii well advertised. And the smart mer- ern gas ranges.” every refinement that electricity can 


chant will also feature the super gift 
appeal of refrigerators, ranges or a 
home laundry. 


Gas 


HE American Gas Association 
held a well attended and highly 
optimistic meeting the last week in 
October. Electrical competition for 
the kitchen load has needled the gas 


Homes 


WELVE years or more ago the 
Home Electrical was an exciting 
novelty. The idea of showing the 
public a fully equipped, well lighted, 
adequately wired home made so much 
sense that it occurred to several league 


add to daily life. These homes place 
especial emphasis on year round air 
conditioning and modern, perfectly de- 
signed and appointed electric kitchens. 

Public interest is very keen. Peo- 
ple are buying and building homes 
and are eager to learn of what the 
electrical industry has to offer them. 
In the first nine months of this year, 
F. W. Dodge reports some 32,000 


ng men inte vigorous action. Two eno and utility men at about the same houses built for the owners’ occupancy, 
an tations from papers read have plenty time, When is effectivences had by 
for been demonstrated, exhibition elec- housing development companies and 
trical homes spread rapidly. In big 13,000 one family houses built by 
tising : cities there were a number shown builders for sale or rent. These 65,- 
er, “This three-year campaign, approval at one time and hardly any town 000 one family houses represent an 
es of which was voted last Spring, is al- small that at least aggregate _vorume 
ready showing splendid results. As Home Electric was not at some time The electrical industry needs to use 
a reset of car cooperative efforts in- open to the public. The results can every form of advertising, exhibit and 
dividual gas companies have realized hard selling to get its justified share of 
ert tions attracted literally millions of these building dollars. 
: _ people. What these people learned in 
en which local newspaper advertising can terms of electrical convenience, health 


promote business increases. As a re- 
sult gas company newspaper advertis- 
ing next year should top all previous 
years in point of expenditures.” 


and economy was reflected in the year- 
ly new customer figures of the succeed- 
ing years. Also domestic refrigera- 
tion, then beginning to develop its 
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Fig. 1 


EAT, and the way an electric range 
saves by cutting down shrinkage, has been 
the order getting argument extraordinary. 

But only 18 per cent of the family budget goes 
for meat! 

Now comes Frances Weedman of the Hotpoint 
Home Economics Department and lays a pensive 
finger on bread as an item in the family dietary 
which holds the opportunity for even greater sav- 
ings via the electric range. Backing her seems 
to be Dr. E. D. McCollum of Johns Hopkins Uni- 
versity who declares that 40 per cent of the 
average family’s food budget consists of wheat 
products, and this increases in proportion as the 
income declines. 

Even Mrs. Ralph Borsodi spent $10.86 out of a 
$21.18 investment for white flour products when 
she made her experiments in market buying, as 
reported in June Electrical Merchandising. 

A nickel a loaf saving can be made by baking 
bread at home, according to Mrs. Borsodi. What 
then, asks H. T. Corson of the Wheat Institute, 
Chicago, has caused the reluctance of the Ameri- 
can housewife to grasp the savings possible 
through home baking? In 1929 there were 
9,864,221,325 pounds of flour used for bread, rolls 
and coffee cake. In 1933, last figures available, this 
had shrunk to 8,203,343,654 pounds. Some 90 
per cent of this went through bakeries, with the 
exception of the southeast, where bakeries only 
put out 70 per cent. 

“The amount of work involved and time con- 
sumed has been the chief factor in holding back 
housewives from bread baking,” declares Miss 
Weedman. 

Kneading bread is hard work and sitting around 
home waiting for bread to rise takes a lot of time. 
The old process of baking took 124 hours. Short- 
ening it to 6 hours with moist yeast was still too 
long. 

The amount of labor involved took from 45 to 
60 minutes. Supervision occupied from 20 to 30 
minutes, but a whole day was wasted with the 
housewife tied up in the kitchen watching her 
bread. 

With the coming of moist yeast time was cut 
down to 6 hours. First, under this process, it 
took an hour to make up the dough. Then this 
was allowed to rise 2 hours and worked down. 
Then it rose another hour and from 30 to 40 
min. was taken to mould. Another hour was 
taken in the rising and finally, it was baked an 
hour. Six hours were consumed, just enough to 
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Mixing the bread dough is no longer a 
hard job if the electric mixer is used. 


shoot a day to pieces. Consequently, home bread 
and roll baking was still not popular. 

Now, with the aid of an electric range and a 
mixer, Miss Weedman lopped the process off to 
2 hours—and possibly has opened the gate to a 
revival of home baking as well as money saving. 

Under the old process this was the repertoire 
of the time it took: 


(1) Ten minutes for making sponge, using 
dry yeast. 

(2) You let this rise 8 hours. 

(3) You added flour and kneaded it ten 
minutes. 

(4) You let it rise from 14 to 2 hours more. 

(5) You kneaded it 30 minutes. 

(6) You let it rise in pans from 1 to 14 hours 
more. 

(7) You baked one hour. 


Here is the two-hour Weedman process: 
(1) 45 minutes for making up dough 
(2) 30 to 40 minutes to rise 
(3) 1 hr. 10 min. to bake. 

First of all, an electrical mixer is employed in 
the Weedman process to start the dough. The 
speedy mixer whips in as much flour as possible, 
the last going in by hand. Immediately the bread 
is moulded and put in pans. The only purpose in 
kneading bread, according to Miss Weedman, is 
to make a bread strong enough to hold up under 
the action of yeast. 

Next the electric range is turned on for one 
minute, then shut off. Then the bread pans are 
inserted and the door closed. The electric timer 
is set to turn on the range in 30 to 40 min. and 
to bake for 1 hour and 20 min., shutting off at 
the conclusion of baking. 

This last activity needs no supervision of the 
housewife, who can be up and about her bridge, 
golf and other business. 

Here is the Weedman recipe for white bread 
under this process: 
2 cups milk 
2 cups water 
4 tbs. butter or lard 
4 tbs. sugar 


12 cups flour 
2 tsp. salt 
4 cakes compressed yeast 
6 tbs. warm water. 
Necessary, of course, are a mixer and electric 
range with a timer. 
The salesman can now point to possible savings 
in the biggest item in a family’s expenditures, and 
yet not load on a lot of work. It looks as if some 


range men were going to have bigger and grander 
arguments. 


NOVEMBER, 


Here is the bread dough all 
ready but for two cups of flour. 


Fig. 5 
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The loaves of bread just before timer 
turns the heat on in the electric oven- 
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FRANCES WEEDMAN 
Hotpoint home economist 


The Electric 
range and mixer solve 
the housewife’s problem 
.... Nickel a loaf saving 
promises to make 2-hour 
process an important 


sales argument. 


The dough all molded with two 


fA sapdhornstyy Fig 4 The molded loaves in the oven to be TOM F. BLACKBURN 
cups of flour to wo in. ° 


proofed; timer is set for 30 minutes. 


re timer 

| ° The baked bread ready to be taken ° And here is the finished product— 
ite ig. 6 from the electric oven. Simple? Fig. 7 a loaf of real home-made bread. 
iS 
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6,000 dealers rank price competi- 


tion as their leading sales problem 
—but 6,000 dealers can be wrong 


.... Electrical home equipment, 


unlike 


- IGOD, after all that has 
been harangued about it, 
are you going to again write 

about this old bromide that price is not 

a purchasing factor?” Yes sir, brother, 

I am, and far from being an old sub- 

ject, or one that has long before been 

solved, it’s as fresh and sore a boil as 
it ever was. I have reports on my desk 
from over 6,000 appliance dealers and 
they rank price competition as the lead- 
ing sales problem facing them... 
even in this day when we are supposed 
to be able to sell. And I have a letter 
on my desk from one of the country’s 
top sales managers who knows much 
more about merchandising than I do, 
yet he questions whether I was right 
when, in my August Electrical 

Merchandising article, among other 

things, I said that price is not an im- 

portant factor in the consumer mind. 

“How would you explain,” asked he, 
“that prospects examine three and 
three-tenths competitive models, and 
that scores of dealers now handling the 
same manufacturer’s line are being 
quoted as running into price competi- 
tion by dealers handling the same 
line?” He further questions, “Would 
you say that lower prices did not open 
a larger market?” Those are earnest, 
important questions and so I am moved 
to again discuss price, and again to 
dare to reiterate that it is not a lead- 
ing factor, except in the dealer mind. 
Naturally, I know that price opens 
up a larger market in most things be- 
cause of the old pyramid example—the 
more you depress the price, the more 
you bring it within the ability of the 
greater percentage of folks to buy. 

After all, hardly more than 75 per cent 

of the incomes of this country are 

above the $2,500 income level, and it is 
with unusual will power that the aver- 
age family is able to save $250 per 


many other demand 


year. Those products that do not jus- 
tify themselves economically, although 
contributing much to pleasure and con- 
venience (like automobiles and radio) 
create a drain on the family purse, and 
absorb the ability to save in a monetary 
manner. Obviously, to lower the price, 
with so many magnetic desires spar- 
ring for the saved or incremented 
dollar, means a larger volume for such 
products. But I will not admit that it 
means, necessarily, a larger volume for 
products which are self-financing in 
nature. 

It can be proved that even the low- 
est incomed family can afford a new 
washer, refrigerator or range, because 
these create use savings which, com- 
pared with the monthly installment re- 
quired to own them, prove that it is 
costlier to be without them if they are 
rightly selected. Just one example: 
Food takes up 32.2 per cent of the 
family budget of the $2,000 income 
class, and 20 per cent of that food 
cost is wasted without proper refriger- 
ation, according to the best authorities. 
This means that the average family is 
throwing away nearly $130 per year, 
so long as it hasn’t the ability to pre- 
vent food spoilage, use leftovers, and 
take advantage of quantity marketing. 
The purchase of a refrigerator, on a 
two-year installment plan, is about the 
greatest dividend-earning investment 
the average family can make. And it 
would be utterly foolish to depress the 
price to encourage that family to react 
to a purchase, because it is not, pri- 
marily, a monetary consideration. It 
is really cheaper to own, than not to— 
and it is more economical to own a 
larger refrigerator than a smaller one, 
because the low incomed family has 
more children and must store a greater 
amount of food. So the larger the 
unit, the more the low-incgmed family 


The salesman who sells on price alone is doing a dis- 
service to the manufacturer, the dealer who employs him, 


the customer and—himself. 
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Price selling is lazy selling. 
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By 


Gerald E. Stedman 


Prob 


lem 


commodities, creates use-savings 


which make them self-financing 
... And the salesman who talks 


price alone instead of selling qual- 


ity is talking himself out of a job 


saves. The paradox is, that while the 
$2,000 income family cannot afford a 
Cadillac, it can afford the best in 
washers, refrigerators and ranges, be- 
cause they give it the greater ability 
to conserve what otherwise will be 
wasted. The amazing thing is that all 
too few recognize this. 

Some years ago, leaning heavily 
upon the established automotive pat- 
tern of merchandising (or radio) that 
greater markets could be stirred by 
lowering prices, the refrigerator in- 
dustry brought out its chest type TVA 
models. Everyone thought they would 
cause an uprush of volume. But they 
were a dud, even with their low 
prices, because they couldn’t deliver 
the utility that made them a value 
under actual home conditions. They 
were, in fact, the most extravagant 
thing which the industry ever brought 
out. And they prove, better than any- 
thing else I could mention, that the 
cheapest is not the most economical. 
So to ask me whether lower prices 
do not open a larger market is to en- 
courage the further question, “What 
are you talking about?” If automo- 
biles, yes. But if it is any one of 
these home appliances that create use 
savings, within reasonable limits, no. 
Yet I'll venture the prediction that the 
refrigerator industry will move into 
a needless price deflation in 1937— 
wilfully cheating dealers and_sales- 
men, thereby, in order to attempt to 
force an unhealthy volume. 

Why do women look at 3.3 makes 
before buying? Certainly be- 
cause of their interest in price. Other- 
wise they could look in the daily news- 
papers and judge prices without go- 
ing to a store to compare. They shop 
comparatively because they are sus- 
Picious of price—they were too often 
stung by the aftermath of merchandise 


dumping that led to a hysteria of 
manufacturing for distressed pricing 
at the beginning of the depression. 
They then learned their lesson in 
buying a price, and now realize that 
it is value—plus value—that counts. 
So they shop to compare values, vital 
differences, the plus advantages of a 
product. Being the best trained and 
shrewdest buyers known, they can no 
longer be fooled by price alone. That 
is why they report price to be but 20 
per cent the consideration that dealers 
believe it is—and I have enough re- 
ports from both to prove that point. 

He is never so little a salesman 
when he places emphasis upon price 
advantage. Price is a standard thing, 
which, torn away from value, anyone 
can offer. It means nothing in itself. 
It is the laziest, craziest thing to 
emphasize. It the very opposite of 
salesmanship. It is based upon the 
hope of forcing or tricking the cus- 
tomer—rather than the sincere desire 
to serve. Some time ago, the man- 
ager of a prominent Electric League 
of the country showed me two refrig- 
erators, both of the same cubic con- 
tent, the one being $150 less in price 
than the other, and asked how the dif- 
ference could be justified. I admitted 
that a lazy salesman wouldn’t attempt 
to—he’d merely sell the price. But 
a real salesman could easily justify 
the difference to the prospect’s ad- 
vantage. We were standing twenty 
feet away from the two cabinets, and 
I'll admit the cheaper looked best. 
“How?” said he. “Well, you can’t do 
it from this distance,” said I. “Let’s 
get our hands on both of them.” 

So, taking a pad and pencil in hand, 
he followed me as I ran my hand 
all around both cabinets to discover 
specific value differences. The mech- 

(Please turn to page 16) 


The intelligent salesman uses his knowledge of features 
built into the refrigerator to justify higher prices, ade- 
quate capacity, customer satisfaction and better profits 


ELECTRICAL MERCHANDISING—NOVEMBER, 1936 


| 
| 
| 
| 
4 
| 
a Sate | 
| 
| 
| 
| 
| 
= | 
| 
e, 
or | 3 
4 
PAGE 5 


ARTHUR WILLIAMS 
“An amazing genius for 
picking men.” 


HEN I sold the first order 

of 100 electric flat irons to 

a utility company back in 
the very early 1900's, I unwittingly 
set in motion the lousiest merchan- 
dising mess in 
history. 


American business 


Please excuse. 

In those days a_ six-and-one-half 
pound household electric iron con- 
suming 400 watts was priced at $7.00 
and one weighing eight pounds and 
consuming 550 watts was priced at 
$8.00—roughly one dollar per pound. 
But the frugal housewife could then 
buy a gas iron at substantially less 
cost, and the good old-fashioned sad 
iron of grandmother’s day cost only 
five cents per pound, f.o.b. the kitchen 
range. 

When the utility fellers to whom 
I sold this first 100-iron order came 
out of the hypnotic trance into which 
I had cast them, they were very 
pessimistic indeed. They could not 
and would not believe that an electric 
iron contained 20 times the value of 
a hunk of stove-heated cast grey 
metal of equal weight. And so, with- 
out putting the question to the test 
of housewife acceptance or rejection, 
they slashed the price of the electric 
in half—and thereby established the 
cut-price precedent, 

The public took to electrical appli- 
ances as a duck takes to soup. This 
meant plenty of potential business for 
several classes of merchants, but the 
utilities continued blithely to sell be- 
low cost and so we went into a dog 
fight which finally resulted in certain 
drastic state appliance prohibition 
laws and much profane bitterness. 

Of course there was a_ certain 
amount of cock-eyed logic in the 
utility point of view in those early 
days. Appliances in service chewed 
up the juice at juicy rates, and by in- 
creased revenue the loss involved in 
merchandising below cost was quickly 
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HARRY McCONNELL 


“His job was to knock out 
isolated plants.” 


wiped out. But what these utilities 
did not see for many years was 
the weight of the ill-will their 
policy generated. T.V.A. would prob- 
ably never have been conceived if 
merchants’ associations and the busi- 
ness offices of newspapers had not 
been so painfully wasp-stung on the 
pocket nerve. 
* * * 

Not that the utilities did much 
small appliance business themselves 
in those days—their policy simply 
prevented others from doing it. What 
the utilities were then chiefly inter- 
ested in was in knocking out isolated 
power plants and selling signs and 
various forms of outdoor decorative 
lighting. So we find the earliest 
papers on commercial subjects de- 
livered before the National Electric 
Light Association in 1904 to be de- 
voted to “Decorative and Sign Light- 
ing” by Arthur Williams and “Pur- 
chased Electric Power in Factories” 
by H. W. Atkins. Next year, my 
old boss, C. W. Lee, talked on “Free 
Signs,” and Ed Lloyd of Chicago 
covered the subject of purchased 
power. 

Next year Arthur Williams was 
tossed in as president of the National 
Electric Light Association. You 
must understand that at that time the 
presidency of the Association went 
‘round and around among Brady, 
Insull, Edgar and a few other plutes. 
They put their bright young men 
into the office of president in rotation, 
and because in 1907 it was Brady’s 
turn at bat he sent Arthur Williams 
in to pinch hit. Arthur was a very 
swell-appearing stiff shirt but in 
addition to picking out very fancy 
shirts he had also an 


amazing 
genius for picking men. His per- 
sonal aid was Walter Neummuller 


who was as straight as a beam of 
light. Harry McConnell was another. 
I'll have to tell you about Harry. 


and the 


tatue Liberty 


The Fourth of a Series of Articles 


on This Romantic Business 


By Frank B. Rae, Jr. 


Arthur Williams hired him as a 
power salesman, the job being, as I 
say, to knock out isolated plants and 
substitute the well and favorably 
known Edison service. Harry was 
built to order for the work. He has 
a jaw which would bust Max Schmel- 
ling’s right fist if Max should be so 
indiscreet as to toss a right against 
that block of concrete. But, let me 
hasten to explain, the concrete extends 
upward only so far as the eyebrows. 
Above that are brains. 

Harry studied the technique of 
power selling then in vogue and ob- 
served that the routine was for the 


salesman to sneak up an alley and 
peer into cellar windows thus to dis- 
cover the locations of his prospects, 
the isolated plants. Such procedure 
struck Harry as being almost crim- 
inally inefficient. 

At about this time the Fuller boys 
erected the first what-we-call sky- 
scraper in New York—the 23-story 
Fuller Building, more commonly re- 
ferred to as the Flat Iron Building, 
located on a triangular plot at the 
junction of Broadway, Fifth Avenue 
and 23rd Street. With a large-scale 
city map and a pair of eight-power 
binoculars, Harry goes to the roof 
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of this sky-scraper and by spotting 
on his map the steam jets which in- 
dicated private power plants he got 
himself a prospect list as long as your 
arm in no time at all. 

McConnell is now banging around 
the four corners of the world super- 
vising the commercial development of 
various American-controlled foreign 
utilities. Some say it was sheer lazi- 
ness which led him to pull that Flat 
Iron Building survey—some say he 
was a lucky stiff to think of it—but 
I say that he personifies to an amaz- 
ing degree that peculiar combination 
of imagination and energy which is 
the backbone of this romantic 
business. 

* * * 

But to get back to Arthur Williams. 
Whether you liked him or not he had 
what it takes. Under his administra- 
tion the National Electric Light Asso- 
ciation had its first 
complete commer- 
cial session, with 
Henry L. Doherty, 
J. Robert Crouse, 
Frank N. Tait, 
Joe Montague of 
Niagara Falls, 
again my old and 
beloved boss 
C. W. Lee, H. J. 
Gilley Frank 
Freueaff (Doher- 
ty’s partner), the 
picturesque and 
able R. S. Hale, 
and finally that 
big lump of hu- 
man understand- 
ing, Louis Gibbs, 
whose lurid and 
romantic _ life 
should certainly be set to music. 

Let me again cut in and tell an 
incident about Louis. 

We had been holding an N.E.L.A. 
committee meeting in New York. It 
was heavy stuff. We convened at 
eight o’clock at a breakfast table and 
we didn’t quit, not even for lunch, 
*till eight o’clock that night. 

When we adjourned after this 
twelve-hour tense session we betook 
ourselves to Shanley’s in Times Square 
with an aching yen for fine food, 


LOUIS GIBBS 


“His romantic life should 
be set to music.” 


potent liquids and entertainment. But 
just as we had placed our orders, the 
orchestra packed up its instruments 
and walked out on us. “Helz belz!” 
exclaimed Louis Gibbs to the man- 
agement, “This is an outrage and an 
insult to the National Electric Light 
Association. If youze bozos won't 
entertain us, we'll entertain you. 
Serve the dinner on the concert plat- 
form.” 

How he got away with it I do not 
know, but shortly we were seated at 
table on the platform and after a 
round of cocktails Louis announces to 
the patrons that we would sing Sweet 
Adeline. He had a beautiful baritone, 
somebody in the crowd had a nice 
light tenor, this writer grunted a raspy 
bass and one of the boys did some 
very tricky piano playing. The crowd 
went wild. Well, to brief it, after 
each course in the dinner Louis would 
arise and solemnly 
announce that we 
would sing Sweet 
Adeline, which we 
did seven or eight 
times, each time 
with increasing 
gusto. 

When I tell sto- 
ries like this to 
some of the young- 
er generation they 
lift an eyebrow and 
suggest that we 
were a bunch of 
screwey drunks 
who should prop- 
erly been 
fitted with straight- 
jackets and sent to 
the hoosegow or the 
Keeley cure or 
both. My answer to that is that we 
originated and made a market for 
ranges, table appliances, vacuum clean- 
ers, washing machines, buzz fans, and 
wired up a million homes a year and 
connected them to circuit. The hind- 
sight view of all this is that we made 
plenty of mistakes—and in this I agree 
most heartily—but we did a fair job of 
work, everything considered, lived a 
zestful life, wrought friendships which 
the devil himself could not warp. 

What more is there to live for? 


ELECTRICAL MERCHANDISING—NOVEMBER, 1936 


Shanley’s in the early 

nineteen hundreds. 

Electrical men sang 
“Sweet Adeline.” 


The Flatiron Building 
in the hansom cab days. 


lookout for Harry 
McConnell. 


Continuing on the subject of the 
Demon Rum, did I ever tell you how 
the Statue of Liberty came to be 
floodlighted ? 

One afternoon I dropped in on 
George Williams. He had just cleaned 
up a heavy job and he was very, very 
tired. Observing which I said, 
“George, let us go over to Delmonico’s 
and broach a bottle of Chateau 
d’Yquem,”—which, of certain vin- 
tages, is about the lightest beverage 
in the world next to soda pop. Well, 
we did so, and the stuff worked on 
George like Jamaica rum mixed with 
Jersey lightning and _ rattlesnake 
venom. I didn’t realize it, of course, 
but he was so completely exhausted 
that he would have become plastered 
by looking at a near-beer sign. 

So I bundled him into an ’ansome 
cab and deposited him on the Staten 
ferry, just as dusk was falling. As 
the boat passed Bedloe’s Island, 
George Williams looked up at the hazy 
shadow of the Statue of Liberty and 


he was so overwhelmed in his senti- 
mental state at the thought that the 
poor immigrants coming to the Land 
of Promise could not after dark see 
this symbol of their hopes, that he 
wept salt tears all over the ferryboat 
deck. 

But wait! 

Next day George snaps into action, 
telephones Don Seitz, at that time 
Number One Boy of the New York 
World. You may recall that it was 
the World which collected children’s 
pennies to amass the fund to build 
the foundation of Frederic Auguste 
Bartholdi’s famous friendship gift 
from France to America—the Statue 
of Liberty. George, I say, snapped 
into action and sold Don Seitz on the 
idea of collecting another fund to 
floodlight the old gal—and so, out of 
a bottle of very light wine came the 
inspiration for a lighting job which 
has given a heart-throbbing thrill to 
millions. 

I paid for the Chateau d’Yquem. 
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GOING OVER THE FEATURES 


The crouching gentieman at the right, William Van Domelen of the 
William Van Domelen Co., a dealer organization at Menominee, Michigan, 
listens attentively while Frank Reynolds, appliance sales manager of Gray- 
bar’s Milwaukee house, misses no sales features. The range outlook in 
Menominee is good, therefore Mr. Van Domelen’s interest. 


ithe 


SELLING IN THE BIG SPACES 


That a better profit may be had from washing machines sold in 
smaller communities is the observation of Walter E. Stanley, of the 
Midwest-Dexter Company, Omaha, Nebr., distributor of Dexter wash- 
ing machines. Stanley has sold 380 cheap machines against 1400 
at a profit, and likes that ratio. He doesn’t like to sell dealers car- 
loads for fear they will dump. A small stock, and a profit on every 
sale is the Stanley idea, with over-night service as a fill-in. 
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results in Utah. 


DRAMATIZING IRON TRADE-INS 


Indicating that the familiar offer of $1 for your old iron, still brings 
Here are the trade-ins from the first day or two of the 
sale staged during the early summer by the Utah Power and Light Com- 
pany. Nowadays the irons turned in are most of them old electrical equip- 
ment out of repair. There are very few sad irons left. 


What Typical Distributors and 


GIVE-AWAY ITEM CLICKS 


Leafing through the New Merchandise section of Electrical Mer- 
chandising not so long ago, G. L. Greenwald of the Sutton Electric 
Company, Wichita, chanced upon a tiny flashlight. “They are just 
the thing for souvenirs,” thought Mr. Greenwald. Much to his sur- 
prise they created come-back orders and the house has ‘moved sev- 
eral gross of them at a profit. 
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NEON LIGHTED DISPLAY TABLE 


The Star Electric Company, Santa Cruz, California, uses a unique method of 
attracting attention to a display of small electrical appliances in front part of the 


store—a display table that flashes light in the manner of a Neon sign. 


In order to spotlight this table display, which is usually held in front of the 
store, a Neon tube was constructed around the edges, with a grilled frame as a 
border. The tube flashes red light continuously, and because of the grilled border, 


this light has the appearance of a series of electric sparks. 


STANDS BEHIND PRODUCT 


J. E. Rouse, owner, sales force and service depart- 
ment of Rouse-Maytag Co., Bradford, Ill., literally 
stands behind one of his new receiving sets. Brad- 
ford, a town of 1,000 inhabitants, is located in the 
heart of a farming area. When Mr. Rouse goes out 
to canvass, he doesn’t think in terms of blocks, 
rather miles. Farmers within a 10-mile radius of 
Bradford know that he sells R.C.A. and Philco radios, 
Maytag washers and Norge refrigerators. 


Dealers are Thinking 


OUT WITH THE OLD 


When a 2 cu. ft. box of the 
midget variety is traded in for a 
7 cu. ft. refrigerator, residents 
of New Castle, Pa., become ex- 
cited. Here’s Frank Campbell, 
driver for the W. F. Dufford & 
Co., Norge dealers, with the 
midget tucked under his arm 
and leaning on the box that 
supplanted it. 
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DIRTY HANDS IN DEPARTMENT STORE 


Largely because it employs three men to do install- 
ing and servicing, Orchard & Wilhelm, Omaha homefit- 
ting store, moved 106 Oil-O-Matic oil burners in 1935. | 4 
To show it was no fluke they moved 90 in 1934. Man- é 
ager George Hagerman was sold on the idea of a de- 
partment store carrying burners by a service man. This 
is the key to department store success on this kind of 
item, he believes. 


HAS 50-MILE TRADE | 
TERRITORY | 


When the J. G. Paris Fur- | 
niture Company of Ponca City, 
Okla. took on a line of electri- 
cal appliances six years ago, 
wiseacres commented “You're 
digging your own grave. Ap- 
pliances are not like furniture. 
They take service. How are 
you going to give it over a 50- 
mile radius?” 

The answer was found in hav- 
ing the service man ride with 
the delivery truck. He is so 
routed that costs are kept down. 
In the photo are R. H. Newth 
and Glenn Paris. The J. G. Paris 
Furniture Company has some 
900 Frigidaires out and 200 
Speed Queens. The firm has 
been in business 14 years. 


PAGE 9? 


x 
| 
\ 
| 
| 
a 
. 
7 
> 


PAGE 10 


Dealer profits soar as sales double in new 
1937 EASY price lines at $100.00 and up 


Once more EASY dealers scoop the washer market— 
this time with a new WHITE line of Washers and 
Ironers that is already doubling and trebling retail 
sales on EASY price lines at $100 and up! 


The idea of white washers is not new. As far back as 
1926, attempts were made to popularize this dis- 
tinctive finish. But results fell short of expectations. 
“Just another washer,” was the consumer’s verdict. 


Faulty design, EASY felt, was the answer to these 
failures. For no color demands such thorough atten- 
tion to the details of design as does the simple purity 
of white. 


Early in 1936, EASY decided the time was ripe for 
washers and ironers in white—the finish so popular 
in ranges, refrigerators and other home appliances. 
Infinite care was exercised in selecting the proper 
design. Leading architects and industrial designers 
were consulted. Models were built, revised and re- 
built. Hundreds of housewives were asked to desig- 
nate their choice. The result was a new type design— 


pre-tested for popularity—KNOWN to be RIGHT. 


Then to this distinctive design, EASY added exclu- 
sive sales features. The spectacular Spiralator and 
Vacuum Cup washing action—the safe Damp 
Dryer and Dual-Release Wringer—new feather- 
touch [roner controls. 


The result—already proven an astounding success 
in a few short weeks—the most saleable PROFIT 
LINE in the history of the washer industry! 
You'll want to participate, so waste no time! Right 
now, join EASY’S 60th Anniversary triumphant 
march to EASY’S biggest sales year in history. 


Complete sales aids, already proven successful, are 
yours for the asking. Posters, broadsides, booklets, 
one-minute dramatized radio programs (recorded), 
training films for salesmen, . . . these and many 
others are ready to help you to greater profits. Ask 
to see the new 1937 book that explains the entire 
EASY sales plan . . . Write or wire now to Easy 
Washing Machine Corporation, Syracuse, New York. 


SEE THE DIFFERENCE! 


NEW WAY OLD WAY 
New EASY 3-Zone action. Ordinary washing ac- 
Washes thoroughly at tions wash thoroughly 
top, middle and bottom. inane + in zone 3, moderately in 
Washes all the clothes mmm | zone 2, feebly or not at 
all the time. aadind “a | all im zone 1. 


SRONER 33. Brand new! In snowy 
white—selle at a medium price. 
Swinging tabletop. Easy to open and 
close. Extension shelves for com- 
pleted garments. Adjustable knee 
control. New type chromium plated 
shoe (full floating), with over-feed 
roll and visible ironing surface. Prac- 
tically double end — instant 
roll stop. Quick shoe release. Lronr 
2938 square inches per minute. 100 
Ibs. adjustable pressure. 


RONER 31. Also gleaming white! 
Full Easy quality construction in a 
y practical Ironer. Swing- 

ing table top, easy to open and close 
not reflect heat in operator's 

face. Attractive table when machine 
is out of use. Handy shelf for com- 
pleted articles when machine is be- 
ing operated. Extensionshelf. Double 
chromium-plated shoe—full 26” 
— Adjustable knee control. 

ety shoe release. 
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MODEL 5D-3U. In 5D Easy Spirala- 
tor Washing action is combi with 
famous EASY Damp Dryer water 
extractor, person- 
al safety; savings in washing time, in 
mending time, time on the line, and 
time for handling articles not neces- 
sary to iron. 


MODEL 3U. Same as 5D with Easy 
Vacuum Cup Washing Action. 


FOR HOMES 
WITHOUT ELECTRICITY 


Briggs-Stratton 4-cycle gasoline mo- 
tors are now available in 6 EASY 
models, Dependable as your auto- 
mobile and uiring less service, 


Nothing to freeze. to start and 
stop. Briggs-Stratton Motors can be 
operated on less than Se worth of 
gasoline per washing. 


EASY SPIRALATOR WASHER 1B. 
Proven advantages in increased 
washing speed, safety to clothes, sav - 
ings in hot water and soap, elim- 
ination of tangling. Dual - Release 
wringer, the safest wringer made. 
Simple gear design with new quiet- 
ness. Safety Switch. Cord bolder at 
base, rubber casters protect floor. 
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William E. Damron, eight years 
a salesman for the Jersey Cen- 
tral Power & Light Co. in the 
Morristown district, at the elec- 
tric range in the home where 
the Electric Luncheon Club had 
its origin. 


‘The 


Gi U7 B An idea that is selling electric 


and water heaters for the 


Central Power & Light 


JY OU have to be a good bridge 
player, well liked, and an electric 
range user to qualify for mem- 

bership in the Electric Luncheon Club. 

Although newly organized and con- 
sisting for the present only of four 
members, the background and tradi- 
tions of the club are interesting. It 
all began when friend wife bought an 
electric range four years ago, and 
this is how it happened. 

Her husband, who is in the service 
end of an engineering business in 
New York, had the electric range 
planted in the back of his mind as a 
smart idea, but he couldn’t seem to 
put it over with his wife. However, 
one day they went to the Jersey Cen- 
tral Power and Light Company office 
to pay a bill and on the way out they 
stopped to glance at the range. 

In a few days they had a caller 
in the salesman William 
Wilson and as the prospective clients 
described it, “he came back, and back, 
and back.” 

Nevertheless, in the 
friend wif 
competitive 


person of 


meantime, 
went ahead and bought a 
range, paid her deposit, 
and arranged to have it installed. Well, 
that salesman who was to call back, 
didn't call back, but that night it so 
happened that electric salesman Wil- 
son did. 

The husband did a lot of indignant 
talking about and Wilson 
did a little selling, with the result 
that Mrs electric 
range. The next day she called up the 


“service” 


Housewife got an 
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first salesman and cancelled her order. 

In the meantime salesman Wilson 
had been succeeded by salesman Wil- 
liam E. Damron, and recently B. A. 
Seiple, general sales manager for 
Jersey Central, with the help of the 
home service department, introduced 
a new feature in the company’s range 
and water heater campaigns. 

The idea was for the salesman to 
contact satisfied range users and ask 
them if they would not invite a few 
of their friends to their own kitchens 
for a cooking demonstration to be 
conducted by one of the Jersey Cen- 
tral home service representatives, the 
company to supply, prepare, and cook 
the food, and the guests to enjoy it 
for luncheon or dinner. 

If the sale of a new range resulted 
from the demonstration, the hostess 
would receive a new five piece $14.35 
set of Wear-Ever aluminum as a 
present, 

It was because of this new feature 


that salesman Damron again con- 
tacted Mr. Wilson’s old friends. In 
fact, Damron had been keeping in 


touch with his clients ever since his 
predecessor’s departure and had suc- 
ceeded in selling an electric water 
Mrs. Housewife, who de- 
scribed the service she received in this 
manner, “Whenever we had 


heater to 


any 


Miss Louise Dingwell (left) and 
Miss Ruth Barr, home service 
representatives for the Northern 
Division’ of the Jersey Central 
Power and Light Co., prepare a 
meal in the new all-electric 
model kitchen in the Morristown 
office. 


ranges 
Jersey 
Company 


trouble we went to Mr. Damron. We 
first spoke to him about a high bill 
and he had the trouble explained to 
us and everything was ironed out. 
Then, one day we took a vacuum 
cleaner up to be fixed and when we 
went to call for it on Saturday after- 
noon, it was locked up in the repair 
room. Damron got it out for us with 
considerable difficulty. 

“T have always liked my range,” 
she continued, “but I have never 
pushed sales with any of my friends 
because a lot of them hate to have 
salesmen forced upon them. 

“But when Mr. Damron spoke to 
me about having a demonstration 
luncheon it just so happened that I 
needed four dollars for a little charity 
I am interested in. So I invited only 
people I knew had old stoves and 


made them pay 50 cents apiece to 


come. 

“Well, eight people came and we 
marveled at the demonstration which 
consisted of an oven meal of meat 
loaf with tomato sauce, baked pota- 
toes, turnip casserole, peas and car- 
rots, and surprise cherry pie. At the 
same time the demonstrator also used 
the thrift cooker, preparing ham and 
sweet potatoes with raisin sauce and 
chocolate pudding. 


“She cooked these 


things all at 


NOVEMBER, 


once and, as I say, I had my range 
four years, but never knew anything 
like this could be done because I had 
always roasted in a big pan which 
came with the range. Until recently 
I had a family of six people to cook 
for, because my sister and father-in- 
law were with me besides the two 
children. Now I have only four and, 
since the demonstration, I have more 
time to learn the tricks of the trade. 
Why I should be so excited after four 
years, I don’t know, but I am! 

“As a result of the demonstration 
Mr. Damron sold three ranges and a 
water heater. My sister has been 
married since the demonstration and 
she bought a range. Ralph and Edith 
went up to the show room the next 
Saturday afternoon and got theirs. 
Florence, another friend, telephoned 
at nine o'clock the next morning and 
got hers. 

“So the four of us have gotten to- 
gether and formed the Electric 
Luncheon Club and we meet once a 
month in each other’s houses. The 
hostess has the privilege of asking 
four other guests and if any of them 
buy, they can join the club. We put 
our lunch in the oven and then play 
bridge. We have a lot of fun and if 
anyone has anything new we put it 
into practice. Two of my friends 
have already asked to be invited to 
our luncheon and both are considering 
buying. None of us cook vegetables 
on the surface units-any longer.” 

(Continued on page 14) 
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Any speed desired with 
steady full power at all 
speeds in thick or thin bat- 
ters—regulated by one con- 
trol switch. 


One-hand, portable motor 
slides off stand with noth- 
ing to release. Same hand 
operates single control 
switch, 


Bowl control—an exclusive 
feature—insures thorough 
mixing. Shifts bowl to pre- 
vent mixture piling up in 
middle or around edges. 


Double guarded beaters are 
attached or detached for 
cleaning in one unit by 
the twist of a thumb screw. 
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mitron 


MODEL 


BEACH 


WESTERN PRICE 


SELL FOOD 


AND ONLY THE Hew 


AMILTON BEACH 


MOODEL"“D”" HAS ALL THESE // 


The food mixer with the most practical features is the food mixer easiest to 
sell. The new features of the Model “D”—any speed desired and steady, full 
power at every speed — added to the many time-tested features of previous 
Hamilton Beach Models — set a new standard in mixer performance. Each 
feature is easily demonstrated—easily understood. All appeal to a woman’s 
desire for convenience and efficiency. 


A COMPLETE PROMOTIONAL PROGRAM 


DEALER HELPS emphasizing the many and exclusive features of the new 
Model “D” are better than ever. New window and counter displays—effec- 
tive folders for mailing or store distribution—mats for your local newspaper 
ads are all furnished dealers free on request. 


NATIONAL ADVERTISING — In November and December alone 
27,000,000 messages in The Saturday Evening Post, Good Housekeeping, 
Better Homes and Gardens, American Home, Woman’s Home Companion and 
American Magazine will back up your sales story and dealer helps. 


Push the food mixer that gives you real selling features—attractive dealer 
helps—national advertising—liberal discounts—and a profit-protecting policy. 
Place your order for your Holiday requirements with your Jobber’s salesman 
now. Write us direct for Free dealer helps. 


HAMILTON BEACH COMPANY Division Scovill Mfg. Co. RACINE, WISCONSIN 
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When a great department store devotes 


SUNSHINE 
THE YEAR 
"ROUND 


a valuable portion of its main floor space 
to an electric sun-room, that’s news! Yet 
that’s exactly what has happened in many 
large department stores, with an ever- 
increasing sale of General Electric Sun- 
lamps as the direct result. One of the 
most outstanding achievements was ac- 
complished right in California, “The 
Land of Sunshine” where one such dis- 
play increased the sale of G-E Sunlamps 
during a two month period ten times 
over the sales of the same item for the 
entire previous year. 


had at the flick of a switch. The 
Florida model General Electric 
Sunlamp delivers three times as 
much ultra-violet radiation as 
natural, midsummer sunlight. Its 
high efficiency reflector may be 
tilted to any desired angle. Posi- 
tive adjustment permits ample 
variation in height. Attractive 
statuary bronze finish. Price 
$39.95. Other Sunlamps frem 
$24.95. Prices slightly higher 
west of the Rockies. 


Midsummer sunshine may be ESQUIRE AT YOUR SERVICE! 


Any sun-room display, whether it be 
large or small, ornate or modest, will pro- 
duce the same remarkable sales possibili- 
ties; for people can actually feel and enjoy 
the healthy benefits which may be derived 
from the use of a General Electric Sun- 
lamp. The “proof of the pudding is in 
the eating” and when you allow these 
Sunlamps to prove themselves, there can 
be only one result, increased sales. Your 
General Electric Distributor will be glad 
to assist you in planning your sun-room 
so that you may “Step into the Sunshine 
of G-E Sunlamp Profits.” 


Esquire, “The Magazine for 
Men”, with over 425,000 circula- 
tion and 4,000,000 readers, will 
carry the story of General Electric 
Sunlamps, beginning with the 
January 1937 issue on the news- 
stands December 15. The Sun- 
lamp story will interest every one 
of its readers. They will be your 
customers, See your nearest Gen- 
eral Electric distributor today to 
obtain the complete profit story of 
General Electric Sunlamps. 


GENERAL ELECTRIC 
SUNLAMPS 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT. CONN. 
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The Electric 
Luncheon Club 


ummm CONTINUED FROM PAGE |2 


As a matter of fact the sale which 
Mr. Damron made to the married sis- 
ter was also unusual. On the night 
following the demonstration she and 
her husband went down to the show 
room to go window shopping about 
9 p. m. It just so happened that 
Damron was closing up the office, saw 
them, and invited them in. They 
signed an order for both a range and 
a water heater. 

Mr. Engineer, the husband with 
service experience, was present during 
this interview and he felt that he had 
better tell what he thought of the 
electric range. 

“T had the electric range in mind a 
long time before we bought one,” he 
said, “but my wife shook her head. 
She thought it was expensive and she 
was afraid that the electricity might 
OR. 

“That is what a lot of my friends 
say,” the wife interrupted, “but good 
heavens, we’ve had our range four 
years and we were only without serv- 
ice once, and then we went out for 
breakfast. That wouldn’t hurt any- 
body.” 

“T have the same argument with 
my friends at lunch,” the husband de- 
clared. “Everyone thinks it is ex- 
pensive, but it’s not. When we came 
to Brooklake twelve years ago we paid 
as high as 17 cents a kilowatt hour 
for electricity, now we pay 24 cents 
for our cooking. My bills run from 
$8.50 to $10 for everything except 
water heating, and at one cent a kilo- 
watt hour, that costs me about $2.50.” 

He got out his bills to prove his 
statement. They were: 

April-May $9.08 

May-June 8.35 

June-July 8.70 

“Before we got the range,” he went 
on, “we used to pay $6 and $7 a 
month without cooking and our com- 
bined gas and electric bills were much 
more than it costs us now. We get a 
rate!” 

The conversation came back to the 
new luncheon club. 

“Just another club!” the husband 
characterized it. “She belongs to 
three already. Any excuse to play 
bridge.” 

But the new Electric Luncheon 
Club is stimulating business and good 
will for the Jersey Central Power and 
Light Company and electric range 
users are growing four at a time in 
Brooklake Park. 

No one can tell what the Electric 
Luncheon Club may develop into. But 
it owes its meager beginning to a 
salesman who was on the job and 
rendered his clients all of the service 
he could for their money. 

His reward came when the sales 
manager planned the home demonstra- 
tion feature and offered the Wear-ever 
aluminum as a special inducement to 
the prospective hostess, which resulted 
in four sales in one week to his 
credit, due to the recommendation of 
one satisfied user. The Electric 
Luncheon Club will do more than this 
for Mr. Damron because its real in- 
fluence is just beginning to take hold. 
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Toward new and 


better way 


Soon Kelvinator will make an announce- 


ment— 


An announcement of vital interest to you. 
For it will affect millions of people. 
People in large cities—in small towns— 


in rural communities. 


It will cause them to stop, to think 
about the way they live—and the way 
they might live. 


It will start conversation and discussion. 


KELVINATOR 


It will be the beginning of change, the 
discarding of old standards, the adoption 


of new ones. 


And it will create an opportunity for 
salesmen, for specialty dealers, for depart- 
ment stores, for utility companies—such 


as we have never known before. 


The facts about Kelvinator plans for 


1937 are known only to a few men. 


Don’t depend on rumors. 


CORPORATION 


Detroit + Michigan 
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CASINO, Model No. 4F71. Blue or 
amber glass case with mirror finish. 
Molded ivory color base. Imitation 
“cloisonné” dials. 674 


inches high. Retail price $7.95 


CONSORT, Model No. 2F01. Pop- 
ular kitchen model that is certain 
to be a big seller. Chrome-plated 
case with molded bezel in green, 
ivory, white, black, blue 


or red. Retail price . . . $4.95 


DEPUTY, Model No. 7F65-BK&lI. 

Self-starting alarm. Molded black 

with antique iv | bezel, or molded 

ivory with black bezel. 

Black case retails at . . $4.95 
Ivory case at $5.50. 


Aladdin, same model with luminous dial. 
Black case, $5.95. Ivory case, $6.50. 


Ir may not be a white Christ- 
mas—but it is going to be a 
colorful one for Telechron. 
This year Telechron offers a 
magnificent variety of designs 
at a wide range of popular 
prices. Remember that no one 
can have too many accurate 
Telechrons. And there’s a lib- 
eral margin of profit for you! 

Above, we've shown just a 
few of the Telechron sales 
leaders. Don’t be caught short! 
Be sure your Telechron stock 
is complete. Get in touch with 
your Telechron Distributor to- 
day. It’s going to be a big 
Christmas—both for you and 
for Telechron! 


WARREN TELECHRON CO. 
411 Main Street, Ashland, Mass. 


Telechron 


(Reg. U.S. Pat. Off. by Warren Telechron Co.) 


EMBASSY, Model No.4F67. French 
eascl type with gold-color metal bezel. 
41-inch dial with silver-finished 
numeral band and etched 

numerals. 64 inches high. $6.75 


CLARION, Model No. 7F03. New 
24-hour alarm, black 
molded case. Retail price $6.50 
Thrush, Model No. 7F03-L. Radium-treated 
numerals and hands. Retail, $7.50. 
Risewell, Model No. 7F03-K, with electri- 
cally ill ted, transl dial, $8.50. 


BARON, Model No. 8B07. New 
“numeral” clock. Molded black or 
mottled brown plastic case. 814 
inches wide. Black case, maroon- 
color band. Brown case, gold-color 


plate, ivory band. Hour, 
minute and second dials. $8.95 


STOCK UP for those who 
put their STOCKINGS UP 


Climaxing a series of selling adver- 
tisements in leading national maga- 
zines will be a smashing Four-coLor 
Pace in The Saturday Evening Post, 
issue of December 5th! Telechron 
has produced many brand-new sales 
helps so you may capitalize on its 
14,000,000 national ads this fall 
alone! Colorful circulars, effective 
display material, booklet-catalogs, 
etc. No practical sales help has been 
overlooked. Be sure you make full 
use of these strong selling helps. 


SELF-STARTING 
ELECTRIC CLOCKS 
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The Answer to the Price Problem 


anism of the cheaper was undersized; 
there was no unpierced porcelain lin- 
ing; the cabinet shell was poorly in- 
sulated, and on down the line through 
twenty-three features in which the 
higher priced unit had decided values 
over the cheaper. He placed his own 
estimation on the price value of each 
difference, and when he got through, 
added up a value difference of $200, 
which was a lot more than the $150 
difference that needed to be justified. 
Said he, “That’s a lesson to me—when 
a real salesman encourages a prospect 
to feel, touch, see the difference in 
value, price is no longer a considera- 
tion, even when it appears to be over- 
powering at the start.” And, whether 
he realized it or not, he struck on 
the fundamental in all this argument 
on pricing—if carried too far, it will 
cheat every salesman out of a job! 

I may be getting my shirt-tail in 
the zippers, but I'll take a chance with 
this statement—we’ve been altogether 
too interested in giving the customer 
a break, through lower prices, at the 
expense of the dealer and salesman. 
Do you know that it takes two people 
to sell what one produces in this coun- 
try? Suppose that we cut prices to 
the point where there isn’t the margin 
to pay real salesmen? Suppose that 
we say that such distribution costs 
are indefensible? Then we will have 
a swell unemployment problem on our 
hands. The public is now getting 
values far beyond the cost it is asked 
to pay. But salesmen struggle along 
in their service to home life, making 
$150 per month when they should be 
more bountifully rewarded. The ap- 
pliance dealer and salesman are the 
real benefactors of American living, 
and manufacturers ought to think more 
of them, rather than to be selfishly 
concerned with stirring a greater 
volume at a lower price, that robs the 
margin by which distributive factors 
can be adequately rewarded. The 
managements of appliance manufac- 
turers must look at this problem dif- 
ferently than others, because appli- 
ances are products which have to be 
sold, and until a salesman or dealer 
produces the customer, they cannot 


CONTINUED FROM PAGE 5 


produce the goods. And they mu-t 
view the cost of maintaining suc) 
sales power differently, because other 
products are voluntarily bought, whil- 
someone has to go out to impel th 
purchase of an appliance. So the sale, 
contribution in the self-financing ap 
pliance industries is far greater than 
it is for radio, automobiles, cigarettes, 
drugs, or peanuts. 

There are all kinds of ways to de- 
flate prices—dealer chiseling, “come 
ons” that bait the consumer up, weak 
manufacturers who attempt to pilfer 
public favor built by others with price 
bargains. One thing I want to get off 
my chest—in any principal marketing 
center, there are a few dealers whose 
merchandising method is to bring the 
prospect into the store rather than to 
go outside to sell, and who, in lieu 
of maintaining an outside sales staff, 
spend some money in advertising to 
“bait” the customer in to the store 
with price bargains. They undercut 
list prices so seriously that among the 
reports of 3,000 merchants before me, 
unfair price competition is the most 
important dealer sales problem (50 per 
cent). They may think they are mak- 
ing money by doing this, but they are 
crazy—not only do they demoralize 
the market, make it difficult for legiti- 
mate neighborhood dealers around 
them to perform, but they cheat 
themselves. 

Chiseling and cut prices, from the 
dumb dealer standpoint, should be cut 
out. This example proves it. Pre- 
sume on any line an overhead of 
$3,000 (or 30 per cent which is stand- 
ard in appliance merchandising); a 
cost of merchandise of 70 per cent; a 
total unit volume of 100. The break- 
even sales price is $100, and the 
dollar volume is $10,000. The dealer 
decides to cut 15 per cent, and the 
sales price is now $85, leaving only 
$15.00 per unit for overhead. To 
break even, sales must be increased 
100 per cent ($15 at 200 units is 
$3,000). But a 100 per cent increase 
is impossible. Even a 50 per cent in- 
crease is difficult. Yet it will show 
a loss of $750. 

The dealer who wilfully does this 


“I think I'll get an electric washing machine, dear—I don’t like 
the way the laundry did up your suit.” 
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to attract greater public patronage, 
elects to expend far greater effort for 
lower income, even a loss. If com- 
petitors, through their ignorant chisel- 
ing, force him into such a move, they 
have him at a disadvantage, obviously. 
But he should realize that it is some- 
times smarter to sell less and win a 
profit than it is to sell more and lose. 
We can’t spend total dollar volume— 
it is only the net profit in spendable 
money that counts. The example can 
go further—presume he cuts prices 
and shortens the dollar overhead re- 
turn—to make up the difference, he’ll 
probably have to can a salesman or 
two and rely on something to pull 
prospects into the store. He'll have 
to cut down or cut out his outside 
selling impulse. 

Henry Ford’s economics are swell 
in the automobile field, but they 
wouldn’t work with appliances that 
have to be sold. With radio, yes, be- 
cause it is a magnetic item that peo- 
ple buy of their own volition, and you 
don’t have to pound pavements to edu- 
cate the desire; but for ironers, I’d 
say not, because there is a real sell- 
ing and educational job to be done— 
they won’t come in for such products, 
and you’ve got to go out. The effort 
of going out to the prospect costs 
money. It must be written into the 
selling price. 

My feeling is, from a whale of a 
lot of experience, that money added to 
the price to reward necessary selling 
effort for appliances that have to be 
sold, will sell more goods than money 
taken from the price at the expense of 
that effort. My quarrel with all this 
price deflation is that it shuts off the 
power and comes out of the dealer’s 
and salesman’s hides. Any salesman 
who ignorantly yelps for lower prices 
is unconsciously kissing himself out 
of a job. If price was the only con- 
sideration, we wouldn't need salesmen. 

Take a squint at recent appliance 
history. To attract the white collar 
crowd forced into home laundering by 
depression economies, the washer in- 
dustry cut its prices to where margins 
wouldn’t support outside selling effort, 
and one of the largest manufacturers 
dropped half of its selling organiza- 
tion. Lowering prices is the sure way 
to can a selling organization . . . any 
salesman who refuses to sell up is 
just indolently wishing himself from 
a job. 

And it is so needless! By emphasiz- 
ing values, any reasonable price can 
be substantiated. The woods are full 
of examples. Take the leading fur- 
nace company of the country—it has a 
product that has no_ spectacularly 
greater value, but it supplies its sales- 
men with a miniature model by which 
the prospect can be convinced dra- 
matically ; and because of the interest- 
ing educational service thus created, 
that company gains a premium price 
of nearly $100 more than other fur- 
naces about as good. Has anyone been 
cheated? Certainly not—consumer, 
salesman, and company have gained! 

If price is the thing, then appliance 
distribution will center in a few large- 
volume outlets, and the neighborhood 
dealer will be out of luck. If price 
is what it takes, the outside salesman 
will be the first to be taken. 

Think about it. 
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THE WORLD'S 2 BIGGEST TREES 


ARE ABOUT THE SAME SIZE... 


NO—THE GENERAL ) 
SHERMAN’S A LITTLE 
BIGGER 


THAT GENERAL 
GRANT'S THE 

BIGGEST TREE 
IN THE WORLD, 
ISN'T IT 


but the second biggest magazine 


| is only half as big as the 


WORLD’S BIGGEST MAGAZINE 


figures — 50,000 cubic feet of 
timber in the trunk of a single tree! But 


magazine on earth — moves merchandise 
faster, more profitably —assures the quickest, 


surest turnover for retailers who sell the 
every-day necessities and luxuries of life. 


What The American Weekly is 


The American Weekly is the largest mag- 
azine in the world. It is distributed through 
the great Hearst Sunday Newspapers. In 627 
of America’s 995 towns and cities of 10,000 
population and over, The American Weekly 
concentrates 67% of its circulation. 


for startling figures, get this: If each cubic 
foot represented one copy of the world’s 
biggest magazine, it would take a mighty 
forest of 120 General Shermans to equal 
the regular circulation of nearly 6,000,000 
copies of The American Weekly! 

87% of this vast sales-making circulation 
is concentrated in 624 of the country’s 3,074 
counties. These 624 counties embrace all cities 
of 10,000 or more population. In them, 68% 
of all the nation’s families live and 81% of In each of 174 cities, it reaches better than 
all retail sales are one out of every two families 
made. In 144 more cities, 40 to 50% of the families 

. In an additional 134 cities, 30 to 40 

In another 175 cities, 20 to 30% 


culation of nearly... and, in addition, more than 2,000,000 fa- 
6,000,000 — _ milies in thousands of other communities, 
double the circula- large and small, regularly buy and read The 
tion of any other American Weekly. 


THEAMERICAN 


in the World 


The 
AMERICAN 
WEEKLY 


a, 


“*The National Magazine with Local Influence”’ 


NEARLY CIRCULATION 
_ CIRCULATION COMPETITOR Main Office: 959 Eighth Avenue, New York City 
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SOLID GOLDEN 
BRONZE and 
CORRUGATED 
BLACK 
FIBRE 


BRING THEM IN C 
WITH THESE BIG 


FIBRE-BRONZ 
and BRONZ-LITE 


:e gleaming beauty of pate golden bronze—the snappy combination of . 
golden bronze with rich black—in three smart new numbers, rich in eye-appeal, : 
priced for quick action. 


No. 990 BOND FIBRE-BRONZ DEAL 


T 

No. 990 Deal consists of 6 No. 2299 Bond corrugated black and golden-bronze ; 
Fibre-Bronz 2-cell Focusing Spotlights packed in a colorful FREE DISPLAY and 
1 

‘ 


48 No. 102 Bond Super-Service Mono-cells. No. 2299 Spotlight priced to retail 
complete for only 99c. 


Retail value—$9.54 Cost to you—$6.36 Your Profit—$3.18 


No. 198 BOND FIBRE-BRONZ BABY SPOTLIGHT DEAL 


No. 198 Deal consists of 4 No. 2093 Bond corrugated black and golden-bronze 
Fibre-Bronz Baby 2-cell Focusing Spotlights packed in a FREE DISPLAY and 12 


No. 101 Bond Super-Service Mono-cells. No. 2093 Baby Spotlight priced to retail 
complete for only 98c. 


Retail value—$4.32 Cost to you—$2.88 Your Profit—$1.44 


No. 980 BOND BRONZ-LITE DEAL 


No. 980 Deal consists of 6 No. 2298 Bond 2-cell Focusing BRONZ-LITES (solid 
bronze) packed in a FREE DISPLAY and 48 No. 102 Bond Super-Service Mono- 
cells. No. 2298 Bronz-Lite priced to retail complete for only 99c. 


Retail value—$9.54 Cost to you—$6.36 Your Profit—$3.18 


Ask your Jobber’. Salesman for full details 
BOND ELECTRIC CORPORATION 


NEW HAVEN, CONN. > CHICAGO, ILL. ° SAN FRANCISCO, CALIF. 


| 
| 
in 
| = onan 
- No. 990 BOND FIBRE-BRONZ DEAL 
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WICHITA, KAN., air condi- 
A tioning dealer on a hot day 

in August came over to St. 
Louis on a business trip to the office 
of the Midwest Air Conditioning 
Corp., a General Electric dealer. 

“What about the eight or nine 
months of the year when there isn’t 
any summer air conditioning sales,” 
said the Kansas dealer to J. P. Hoff- 
berger, sales manager of the Midwest 
Corp. 

“We'll go in for winter and year 
round air conditioning business,” was 
the quick reply of Mr. Hoffberger. 
“We'll do any where from 100 to 300 
winter air conditioners and automatic 
heating plants.” 

The big activity now is not in selling 
summer air conditioning equipment but 
in winter and year ‘round air condi- 
tioners. The summer selling season is 
limited to three or four months. Begin- 
ning Sept. 1 the Midwest salesmen will 
make calls on through the winter to 
convince people that the ordinary heat- 
ing systems are obsolete. And more 
than once the consumer will be told 
that “now is the time to make the 
change; it can be done in a day.” 

“Where do your men look for pros- 
pects?” was one of the first questions 
fired at the Midwest sales manager. 

“The dealer’s sales employment 
problem is in finding men who have a 
‘nose’ for locating men who have the 
money to invest,” says this sales man- 
ager. “I assign them to office buildings. 
In time they get to know men who 
seem to be prospects. I have one sales- 
man who has worked one office build- 
ing three years. He works other places 
as well. 

“A salesman doesn’t have a prospect 
exclusively until he brings in a survey 
on which a rough estimate is worked 
out on the cost of installation, and 
which chart is filled. I believe in com- 
petition among our men.” 

Unlike refrigeration and other major 


Midwest Air Con- 
ditioning Corp. 
don’t stop selling 
when the hot 
weather stops 


By 


Howard Barman 


J. P. HOFFBERGER, 
sales manager of the Midwest Air 
Conditioning Corp., St. Louis. 
“We'll sell anywhere from 100 to 
300 winter air conditioners during 
the winter season,” he estimates. 
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Midwest gives a practical demonstration of room 
air conditioner comforts in this room. On a hot 
day prospects are glad to linger around for a 


sales talk. 


itioning 


Visitors are taken into this one-room cottage where many a sales 
contract has been written. The cottage is on the display floor. 


electric appliances, the question of air 
conditioners is first taken to the man 
of the house. “We go into the business 
man’s office and say, ‘We know you’re 
busy,’” explains Mr. Hoffberger. 
“This is the place where you carry on 
your business. Will you let us go to 
your home and make a survey?’ If the 
request is granted we go to the man’s 
home, make the survey and tell the 
story of ‘wear around Springtime in 
the home,’ to the home manager. 

“Tf we get her enthusiasm keyed up, 
we arrange to take her to a home 
where we have installed this comfort. 
‘Mrs. Brown, we have brought Mrs. 
Smith to your home that she might see 
your air conditioner operating.’ And 
Mrs. Smith hears about the benefits.” 

In the big Midwest display quarters 
is a white frame cottage with win- 
dows, flower boxes and green shutters. 
Prospects are taken inside this cottage 
for a practical demonstration of air 
conditioning comforts. Many a sales 
contract has been drawn up in this 
attractive room which has a mantel- 


piece, ceiling and wall lights and easy. 


chairs. 

When a prospect indicates he is not 
convinced about the benefits of air con- 
ditioning the entire home, the Midwest 
salesman makes out a “case” for a 
self-contained air conditioner. “If 
we’re successful on this point we know 
we can go back next year and get the 
user interested in installing a more 
complete system in his home,” remarks 
Mr. Hoffberger. “He’ll also tell friends 
about his ‘cool mountain air’ room.” 

Winter and year ‘round air condi- 
tioners and automatic heating plants 
will be promoted more than ever this 
Fall. Says Mr. Hoffberger “We have 
sold them as Christmas gifts before. I 
wrote an order last year with my book 
against the basement wall of a home.” 

In the months of May, June and 
July, the Midwest salesmen give con- 
siderable time to selling air circulators 
to owners of homes, stores, factories 
and restaurants. The firm sold 200 of 
them last year and this Summer. Air 

(Continued on page 20) 
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SEE that it watches 


oven temperature 


on your 
electric ranges! 


Looking for an unusual selling point in electric ranges? Want a 
feature that will swing a sale? Sell the ranges equipped with the 
Robertshaw oven-heat-control that has the new Thermal Eye! 

Here's what it does: When the oven is turned on, a pilot light 
flashes on—reflects a beautiful glow through the indicator win- 
dow~—and it stays on all the time the oven is in use. But that isn’t 
all. When the oven reaches the temperature set in the dial, a sig- 
nal flashes into view, showing the woman that the oven is pre- 
heated—ready for use! 

For the user—Thermal Eye con- 
trol eliminates guess-work in cook- 
ing. For you—it provides an unusual 
talking point, makes your ranges 
stand head and shoulders above the 
rest. 

The Robertshaw engineering lab- 
oratory is available to range manu- 
facturers who want to equip with 
Thermal Eye controls. Write for 
information. 


ROBERTSHAW THERMOSTAT COMPANY, YOUNGWOOD. PA. 
Manufacturers who have specialized in thermostats since 1899 


OVER 2,600,000 IN USE 


OVEN -HEAT- CONTROL 


PAGE 20 


Year-Round 
Air Conditioning 


CONTINUED FROM PAGE I9 


circulator sales bring a nice profit to 
dealers. 

The most common lines of sales re- 
sistance set up by prospects are: “I 
didn’t think it would cost so much,” 
and the fear that the construction work 
would interfere with the family’s nor- 
mal activities. 

As for earnings, a trained and ener- 
getic salesman can earn not less than a 
weekly average of $40, in the observa- 
tion of the Midwest sales manager. 

“A dealer will use a method that is 
peculiar to his community in remun- 
erating his salesmen,” he explains. 
“Generally in protection to the sales- 
man and dealer a strictly commission 
basis is desirable. Some dealers prefer 
to pay a straight commission on the 
entire job. Some pay commission only 
on equipment involved. Others may 
prefer to pay a percentage against the 
gross profit on the job. We use this 
commission plan.” 

In personnel requirements, the fol- 
lowing skeleton set up is suggested: A 
top notch, practical engineer, a few 
audacious salesmen and an ace book- 
keeper. The salesmen must be experi- 
enced in selling and properly trained 
in air conditioning technique. The 
Midwest has found by experience that 
the engineer must be a man who has 
had practical experience in building 
construction work. He must be a man 


| who can walk into a home or office, 


quickly size up the situation and give a 
rough estimate. It won’t do for the 


| engineer to make notes and leave say- 


ing that he will make a report later. 
An air conditioning dealer’s sales 
staff, because of the limited number of 


| installations made at present, must al- 


ways be on the alert. The Midwest 
sales manager gages the activity of his 


| sales staff by one rule. He explains: 


“Tf 10 contracts are let in one week 


| and we are in on eight or nine of 
| them, then I know our men are active. 


I know we will get our share of the 
installations. On the other hand if we 
figured on only two or three of the 10 


_ contracts let in a single week, we are 


slipping. I have to call a meeting.” 
The lot of the air conditioning dealer 
is not an easy one because the man 
who suddenly decides during a hot 
spell he needs an air conditioner wants 
it now and the whole force has to 
“jump from pillar to post,” to get it in. 
Building a competent sales organiza- 
tion is a dealer’s major task. Mr. 
Hoffberger explains the problem thus: 
“The main difficulty is in finding men 
who have the ability to explain in sim- 


| ple terms the mechanical functions of 


air conditioning equipment and to in- 
terpret the entire system in customer 
benefits. 

“The second difficulty is in finding 
men for our installation department 
who can interpret the sales angle in 
the application of equipment. In other 
words the ideal system from an engi- 
neering standpoint might not be prac- 
tical from the sales viewpoint, for 


competitive reasons.” 

Exhibit “A” at the Midwest display 
room is a quart jar about two-thirds 
full of dust and dirt. This exhibit 
represents one month’s accumulation 
of air-born particles and dust removed 
from the surface of two spun glass 
filters on air conditioner installed in 
St. Louis County. The prospect looks 
at the glass jar and smiles. “You 
wouldn’t think there is that much dirt 
and dust in the country,” is the way 
some of them have spoken up. And the 
function of air conditioners in clean- 
ing the air of dust and dirt is pointed 
out here. 

Taking a job as sales manager of 
an air conditioning firm is a tough 
assignment. Sales resistance is hard to 
crack. That it is breaking down under 
the fire of alert St. Louis dealers is 
plainly indicated by the available 
figures. Residence installations for the 
first seven months of 1936 in St. Louis 
and St. Louis County totaled 149 of 
which 88 were done during July. This 
makes a total of 343 residences with 
this comfort. 

Office installations in the first seven 
months totaled 77 of which 41 were in 
July. This brought the total offices 
with this comfort up to 186. Commer- 
cial and industrial projects totaled 87 
for the seven months which makes a 
total of 294 in operation. 

At the age of 15 years, young Hoff- 
berger sold aluminum ware on a house- 
to-house basis. His next activity was 
in selling magazine special edition ad- 
vertising. From this field he jumped 
into automobile selling. In his first ex- 
periences, he estimates 10 interviews 
would average a net of one car sale. 
Later he decided to restrict his calls 
to homes which had no garages, or 
where he saw no car tracks. So he 
made fewer calls a day and four inter- 
views would average one sale. He next 
got interested in air conditioning and 
entered the employ of Midwest in 
August, 1933, three months after it 
was organized. 

He sees a great future for air condi- 
tioners. “It ought to be a simple mat- 
ter to go out in the next two or three 
years and sell a man earning $30 a 
week a self-contained room air condi- 
tioner,” Mr. Hoffberger remarks. 

“The price of a self-contained unit 
today is much cheaper than low priced 
automobiles, and I believe salesmen 
will be able to convince a man that he 
owes it to himself and family to afford 
a summer retreat during hot spells. 
The salesman’s big task is to convince 
the prospect that the air conditioner of 
today will serve tomorrow’s needs. His 
job is different from that of the re- 
frigeration salesman. The electric ‘box’ 
prospect knows that he wants it and 
the salesman only has to show him he 
can afford to obligate himself for $5 a 
month. We must show him he needs 
air conditioning for his comfort and 
health and that he can not afford not 
to own it.” 
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LLOYD W. SYMONS, general com- 
mercial manager, knows the merchan- 
dise game. 


Above—'"Today's All Electric 
Kitchen" is the name of the travel- 
ing display room. The coach is 17 
ft. by 7 ft. and is so wired that all 
appliances can be demonstrated. 


Left—The main office and show- 
rooms of the Lake Superior District 
Power Company. 


Bottom—"You've got to show ‘em,” 
says Merchandise Supervisor Melvin 
H. Kirby. Most of his time is spent 
making suggestions to salesmen. 


Below—"If you want a used range, 
lady, we have it." Coal stoves, wood 
stoves, gas ranges, combinations can 
be found here. 


The end of this 
year will see a20 
per cent satura- 
tion for the Lake 
Superior District 
Power Company 
in Wisconsin 
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consin, the iron district to be 

more specific, men have pros- 
pered lately and women have desires 
for nice things. To bring some satis- 
faction to clammering housewives, the 
electrical industry has stepped in most 
graciously, providing them the means 
for preparing real meals under ideal 
conditions and with a minimum of 
effort. 

The leader in this movement to help 
the womenfolk to cooler kitchens and 
more hours of leisure is the Lake Su- 
perior District Power Company whose 
headquarters are in the town of 
Ashland. 

With 13,500 meters scattered 
throughout 10 counties it was the job 
of the general commercial manager, 
Lloyd W. Symons, to add more load 
to the lines, consequently a range and 
water heater campaign was launched 
in 1933 to handle part of the load- 
building job. 

This drive opened rather quietly but 
has been loudly carried on since that 
time. The utility has 11 stores and 
offices in the territory with at least one 
salesman working out of each. Last 
year, 15 men under the direction of 
merchandise supervisors, comprised 
the outside crew. These reliable and 
well-trained men receive their incomes 
from three sources. In addition to 
regular salaries they receive load- 
building bonuses and commissions on 
unit sales. It’s a highly satisfactory 
setup resulting in a minimum of per- 
sonnel changes. 

To properly ballyhoo the merits of 
electric cookery a number of advertis- 
ing mediums are currently employed. 
Since July ’35 the best method for 
creating interest has been a fully 
equipped trailer. This is used by 
each store to carry the appliance story 
direct to the door of the prospect. 
One day at the County Fair in Iron- 
wood 6,000 people walked through the 
gleaming white display car. At least 
20% of these fair-goers were genu- 
inely interested in one or more of the 
appliances. 

Advertising doesn’t stop with the 
mobile display room. Spot radio an- 
nouncements over station WJNS at 
Ironwood are constant reminders that 
electric cookery has many advantages. 

When rolling along the highways 
in their Fords and Chevvies the local 
folks are further acquainted with the 
electric range as they observe the 
messages carried on large billboards. 

As in the case of other advertising 
mediums, newspaper copy is of the 
institutional type. Seldom does the 
copy stress particular brands. 


[: the northernmost area of Wis- 


When saiesmen contact wives who 
are somewhat interested in a range 
or water heater, but haven’t reached 
the buying stage, their names are put 
on a mailing list to receive broadsides 
concerning these two appliances. At 
intervals, school boys are hired to de- 
liver handbills in the residential dis- 
tricts. Pamphlets, enclosed in light 
bills, also carry on the publicity work. 

Another idea, probably borrowed 
from the circus world, is the use of 
cardboard streamers fastened to the 
bumpers of employees’ cars to inform 
the local gentry once again of the 
range and water heater. 

The sales staff is further aided in 
its drive by three home economists 
who thoroughly cover the territory, 
conducting meetings and cooking 
schools. One method that has worked 
most effectively in getting members 
to these meetings is the payment into 
club treasuries of a dime for each 
attending member. 

Dependent on weekly pay envelopes, 
the majority of their customers have 
limited incomes, but this condition 
doesn’t necessitate solely price-selling. 
Rather, the Lake Superior salesmen 
stress convenience, cleanliness, econ- 
omy, coolness and other genuine sell- 
ing points, “soft pedalling” price as 
much as possible. 

Last year this company moved 620 
ranges and 306 water heaters. These 
range sales increased saturation from 
9.2% to 14.1% which is much above 
the national saturation figure of 6.8%. 
(As of January 1.) 

By continually driving home the 
story of the electric range the Lake 
Superior District Power Company 
will increase saturation another 6% 
this year, so by the time January rolls 
around, range saturation will have 
reached 20% in that iron range 
country. 

Mr. Symon’s able sales crew didn’t 
increase water heater sales by the 
same percentage, but certainly well in 
line with the national increase was the 
24% gain in saturation over 1934. 
Water heater saturation is now 
slightly more than 5% in that 
territory. 

The rather trite query of which 
came first, the chicken or the egg can 
well be applied to the range picture of 
the Lake Superior District Power Co. 
Did range sales increase because of 
lowered rates or were lowered rates 
made possible through the increased 
load created by greater range and 
water heater sales. We do have a 
more definite picture than in the case 
of the hen, but it still remains slightly 

(Continued on page 79) 
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ing quality ranges for over 40 years.” 


CUSTOMER: “Oh, it's a MONARCH Electric! Why, 
we had a MONARCH Range when | was a little girl.” 


DEALER: "Yes, Madam, MONARCH has been mak- 


Noteworthy, exclusive features 
make MONARCH Electric Ranges 
easier to sell. For example, there’s 
the amazing 
“Hi-E ficiency” Oven 

Has both speed and efficiency. The oven 
is porcelain enamel . . . encased in heavy 
walls of effective insulation . . . with an 
outer body of heavy enameled steel. 
Heating units are suspended on rack 
guides, producing “floating heat”, assur- 
ing maximum speed in preheating. 
Another MONARCH exclusive feature 
that packs a terrific sales punch is the 


“Hi-E ficiency” Surface Unit 
(Illustrated Below) 
Designed to combine speed in preheating 
with the advantages of stored heat, water 
or food raised to boiling temperature 
continues to boil for 18 to 20 minutes 
after current is turned off. This is ac- 
complished with a permanent insulating 
block. Another MONARCH exclusive 
feature which always goes over big, is the 


4 


“Illuminated Dial 
Temperature Control” 


It’s no wonder this patented feature 
pleases! It maintains oven temperature 
accurately. It prevents overheating. It 
clearly shows oven temperature at all 
times. It is conveniently located on the 
switch panel. 


Other MONARCH Features 


Genuine multibestos fireproof wire con- 
nections . . . cooking tops protected with 
acid-resisting porcelain . . . bright parts 
that will not rust or tarnish ... and stand- 
ard construction of the finest materials 
throughout. 


IMPORTANT 
MONARCH is well and favorably known. 
The MONARCH Line is modern, beau- 
tiful, priced right. Jt Pays to Sell 
MONARCHS. Write today for photo- 
graphs, catalog and prices. 


MALLEABLE IRON RANGE CO. 
111 LAKE STREET BEAVER DAM, WIS. 


CUSTOMER: “My, that certainly is a beautiful 
range. | suppose you have them in different sizes?" 


DEALER: "Yes, there's a MONARCH Electric Range 
to meet the need of every home, large or small.” Speed with Economy’ in operation." 


DEALER: "And here's another thing. All MONARCH 
Electric Ranges are built to the same high quality 
standard. All full porcelain enamel finish. All have 
standard MONARCH exclusive features assuring 


DEEP DRAWN 
ENAMELED 
STEEL UNIT PAN 


DRAINAGE 
HOLES 


PERMANENTLY LEVEL 
TOP SURFACE 


MONARCH'S “HI-HEET” 
RESISTANCE COIL 


UNIT 
ELAIN 


COMPACT, STURDY 
UNIT DESIGN 


MONARCH'S PERMANENT HEAT 
DEFLECTOR INSULATING BLOCK 


HEAVY TERMINAL 
Bu 


ACID RESISTING PORCELAIN 
COOKING TOP 


ELAIN 


Cam 


Here is “modern electric convenience” 
in the true sense of the word. This new 
MONARCH Electric Range gives fast, 
efficient, concentrated electric heat for 
cooking . . . and for frosty mornings, 
there’s a room heater also operated 
electrically. The compactly built-in heat- 
ing unit (illustrated at right) is con- 
trolled with a three-way switch. This 
offers a fast “high” heat for raising room 
temperature immediately; and a “low” 
and a “medium” heat for maintaining a 
comfortable temperature thereafter. This 
electric room heater is ideal for cold 
weather comfort; clean and convenient; 
always ready at the turn of the switch. 
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and 
Light Plants 


A quick look at a business that 


has grown overnight along with 


interest in 


by R. G. 


rural 


Power 


electrification 


Silbar 


UDDENLY, and with ever 

growing ballyhoo, the 6-volt 

gasoline-operated electric gener- 
ator and power plant has swept across 
the horizon. 

The appliance dealer—especially 
the one selling the rural market—has 
had a new source of business opened 
for him. 

Interest in the new portable power 
plants has pyramided with interest in 
rural electrification. Until the high 
lines come, a vast majority of the 
isolated farms in this country will 
have to resort to other means if they 
wish the conveniences that electricity 
offers. 

Manufacturers have rushed _ to 
bridge the gap between no electricity 
at all and the high line. Within the 
past six months no less than 17 port- 
able generating plants for lighting 
and battery charging have appeared on 
the market. These not only provide 
light sufficient for a small farm, but 
also power for running small equip- 
ment from a gasoline motor which 
drives the generator. 

Largely responsible for development 
of portable lighting plants has been 
Commander Eugene McDonald, presi- 
dent of Zenith Radio Corporation. 
Seeking a small, inexpensive and port- 
able power plant that could be sold to 
farmers who might be encouraged to 
buy Zenith radios, his engineers 
worked first with wind battery charg- 
ing outfits and then 


variation of the 32 


decided on a 
volt power plant 
which many farmers had as a per- 
manent fixture on their farms. The 
tiny 6-volt power plant was evolved, 
driven by a gasoline motor. And not 
only have farms proved to be a logical 
market, but isolated 


also hunting 
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cabins, cottages, house trailers, boats 
and yachts, trucks and filling stations, 
stores and garages. 

Within circumscribed limits, the 
new outfits bring a touch of city con- 
venience to the isolated home. In 
addition to providing electric light, 
the generators charge radio batteries 
and the gasoline motors run churns, 
ice-cream freezers, and small motor- 
driven equipment. 

However, in the rush to get the gen- 
erators on the market, many prepos- 
terous claims are being made for the 
sets. With more and more manufac- 
turers rushing into the field, someone 
is bound to get hurt. The same kind 
of a situation is developing which 
marked the early days of the mechani- 
cal refrigerator and the automatic oil 
burner, within two years, it is safe 
to prophecy that unless a drastic weed- 
ing out process is immediately under- 
taken, many of the companies which so 
blithely rushed into the field will have 
been bankrupted, and their products 
will have been orphaned, with little 
chance to get factory servicing or 
parts. 

The man who will be hurt the most 
will not be the manufacturer, but the 
man who buys one of the power- 
chargers. He’s the fella who must 
be educated to the use of electricity 
before the high line gets around to 
his territory. He’s the one who ex- 
pects the claims of the manufacturers 
to be true. Any chance a dealer will 
have of selling him 6-volt radio sets 
or small appliances operating off such 
outfits depends on his satisfaction with 
the equipment when he purchases it. 

Therefore, it is wise for the dealer 
to know both the limitations and the 
virtues of the outfits. 


The majority of the portable power 
plants which have come on the market 
consist of a fractional horsepower 
gasoline motor connected to a 6-volt 
electric generator, and having also a 
power pulley operating off the motor. 

The charging rates of these genera- 
tors are listed at from 19 to 25 am- 
peres, which is theoretically sufficient 
to light from four to six 25-watt six- 
volt electric bulbs. Practically, how- 
ever, it is a different thing. 


Storing Current 


There is a good deal involved, be- 
sides just the cost to the purchaser 
of the power plant. It is unsatisfac- 
tory to connect the plants directly 
with a lighting circuit. Electrical en- 
gineers claim that for permanent satis- 
faction and long light-bulb life, a six- 
volt battery should be used for stor- 
ing current, and the lighting circuit 
attached to the battery. Hooked di- 
rectly to the generator, light bulbs 
and radio bulbs burn out quickly. 

The capacity of these generators is 
limited by several factors, the most 
important of which is line-loss of 
power. The farther the generator 
from the battery, the lower its actual 
charging rate. The farther the lights 
from the battery, the less “juice” they 
get. Of course, line-loss can be re- 
duced by the size of the conducting 
wires used and their length, but it 
is a factor to be considered. 

In addition to batteries, other equip- 
ment which might be needed includes 
a voltage regulator, if the generator 
is to be operated while the lights are 
burning. 

Glancing at some of the virtues of 
the outfits, there is the advantage of 
portability, the sets varying from 45 
to 125 pounds, enabling them to be 
transported to the isolated home easily. 
The noise of the gasoline motor is not 
irritating, as most of the engines are 
small one-cylinder jobs, equipped with 
exhaust mufflers. Most of the out- 
fits will run 12 hours on a gallon of 
gasoline. The voltage they turn up 
is low enough not to constitute a seri- 
ous hazard, if properly installed, 
such as is encountered in some farm- 
type power plants of larger size. 

While any battery of 6-volt size 
may be used for lighting, larger sized 
batteries—up to 150 ampere-hour 
rating—are required if satisfactory 
performance over any period of time 
is expected. Large capacity marine 
light batteries of 200 to 300 hour 
capacity are being recommended by 
some manufacturers. 


Longer-Lived Bulbs 


The question of light bulbs used 
with such outfits becomes a point in 
itself. At the present time, 25 and 
50-watt bulbs adapted to direct cur- 
rent, are available, while 15 and 25- 
watt lights are expected soon on the 
market. The bulbs for d.c. sell at a 
comparatively high price—35 cents 
for the 25-watt light and 50 cents for 
the 50-watt. Since, however, a low 
voltage means less wear on a bulb, 
longer bulb life may be expected. 
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In brilliancy, a direct-current bul 
is brighter in intensity than an alter- 
nating current bulb, because in th: 
latter the current wavers 60 times a 
second. Compared in intensity, a 25- 
watt dic. light is equivalent to a 40 
watt a.c. light, roughly speaking. 

Striving for portability, some de 
signers of generating plants have made 
their units too light in weight for 
long-term service. The smaller units, 
while having the advantages of porta- 
bility, do not appear as rugged as the 
larger units. 

The gasoline motors themselves are 
substantially constructed and because 
standard makes are used, will stand 
considerable wear. 

Prices on the units vary from $40 
to $75. With the exception of plants 
made by manufacturers of gasoline 
motors, most of the outfits are as- 
sembly jobs—which should be taken 
into consideration by the dealer. 

The charging rate of the generator 
must be sufficient to offset the drain 
for lights or battery-charging. Be- 
cause the ampere rating of many of 
the outfits is taken from a compactly- 
wired job (lights, battery and motor- 
generator in close proximity), no al- 
lowance has been made for line-loss 
in the typical home installation. The 
dealer who wants a customer to be 
satisfied must make certain of the al- 
lowance for charging. 


Opportunity for New Business 


Ames Castle, writing in “Sporting 
Goods Journal,” says of this al- 
lowance: 

“A 25-watt, 6-volt bulb draws ap- 
proximately 4.2 amperes per hour. 
Thus six 25-watt bulbs will draw 25.2 
amperes; and theoretically a 150 am- 
pere-hour battery hooked to six 25- 
watt lamps would be exhausted in five 
and a fraction hours. 

“However, a battery will not pro- 
duce satisfactorily throughout the 
period of its rated output, so in 
practical use a 150-hour battery would 
not operate six 25-watt lamps five 
hours. 

“Add to this the line loss of the 
average installation, and probably not 
more than two hours of satisfactory 
light could be gotten from this hook- 
up. But, with the generator running 

. the battery would be prevented 
from discharging and supply peak- 
quality light as long as the motor 
continued to operate.” 

The probable performance of such 
an outfit may be estimated by learn- 
ing the ampere charging rate of the 
generator, the ampere-hour rating of 
the battery, and the wattage of the 
lights. Divide the light wattage by 
the voltage and you get the theoreti- 
cal amperage. From this, allow from 
10 to 20 per cent for line-loss and 
you have an approximate answer. 

The new outfits represent a first- 
class opportunity for new sales. They 
can’t be expected to operate an elec- 
tric iron or a washing machine, but 
they can provide light and keep bat- 
teries charged for the new 6-volt 
radio sets. Taking into consideration 
their limitations, the dealer should be 
able to build a sizable business with 
them. 
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‘Premier's line is complete. 


YOU STILL HAVE TIME 


To retail ot $14.95 and up. 
Stigh oy Mighor Weet of Rockies 


HE sensation of the industry 
this Fall is the ‘“‘double-value”’ 
Premier. Premier’s popularity is 
causing scores of leading dealers to 
concentrate on this famous line. 
Premier’s great advertising cam- 
paign is under way. Coupons are 
rolling in. We say in every ad: “Ask 
us who your Premier dealer is.” 
We aim to send customers right 
to our dealers’ doors. Get in line for 
your share of this business. It’s not 
too late—if you ACT NOW. Clip 
and mail the coupon today for the 
Premier Dealer Profit Sharing Plan. 


PREMIER DIVISION 


Electric Vacuum Cleaner Company, Inc. 
Cleveland, Ohio 
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Premier's “Double-Value” is featured in 
these magazines 


TIE 


remier 


SHARE IN PREMIER’S “DOUBLE-VALUE” 
CHRISTMAS SALES 


GREATER SUCTION 


lifts more dirt out 


DOUBLE BRUSH 


sweeps more dirt out 


Profit Sharing Picn 


PREMIER DIVISION 
Electric Vacuum Cleaner Co., Inc. 
Cleveland, Ohio 


Rush complete details Premier Fran- 
chise and Dealer Profit Sharing Plan. 


Cab State. 
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— but it takes years of dependability, integrity 
and better performance to make the “name” mean 
something of value. 


About twenty years ago, the first Briggs & Stratton 
4-cycle gasoline motor was born and the fact that 
it was called a “Briggs & Stratton” motor meant 
little. 


Since then, % million of these small motors have 
been built for use on farm washing machines, gar- 
den tractors, lawn mowers, pumps and various 
other kinds of small equipment. Through the 
years, these motors have earned the enviable 
reputation of being the finest small motors built 
because of their dependable, economical and 
trouble-free service, everywhere, under all con- 
ditions. 

Today, the name “Briggs & Stratton” represents 
a definite value to the dealer selling gasoline 
powered products. Equipment powered by a 
Briggs & Stratton motor has a more ready sale 
and quicker turnover than similar equipment 
powered by a motor that has yet to make its 
“name” mean something. 


Check over the lines you are selling today ... 
Insure better profits by insisting that they all be 
powered by Briggs & Stratton motors. 

Word of mouth advertising by the hundreds of thousands satified 

users of ay + & Stratton 4cycle motors and 13,000,000 regular 


messages to America’s farm homes, appearing in leading farm papers, 
help make Briggs & Stratton powered equipment easier to sell. 


The Power-Charger. 
rges batteries for 
full time radio, electric 
lights and gasoline 
motor power for 
small equipment 


for only a few cents a 

day. 6-volt 200 watt gen- 

erator electric starting. 

More exclusive features 

than any other battery 
charger. 


The Washer Motor. Used by 
practically all leading farm 
washing machine manufactur- 


General Utility Motors. Thou- 
sands in use everywhere on 

lawn mowers, garden tractors 
ers. Famous for its easy sta t — on small equipment of all 
ing, simplicity of operatios 


kinds. Sturdy — 
and trouble-free sorvice. ¢ — always dependable. 


Cracking 


Chattanooga’s 


Washer 


Market 


Lookout Furniture have sold 
3,000 washers there since 1934 


Here are the boys responsible for the impressive washer record. 
Manager J. P. Jones is at the right. Joe Susman, center, was with 


the firm when the first three washers came in the door. 


Charles 


Weigel has been with the store less than a year. 


HREE inside salesmen, news- 
paper advertising and usage of 


telephones have accounted for 
3,000 washer sales since 1934 for the 
Lookout Furniture Co., Chattanooga. 
In every washer contest staged by 
General Electric at least one of the 
salesmen has grabbed off a prize. 

Back in 1934 when Howard Pea- 
cock was with General Electric Sup- 
ply Corporation at Chattanooga, he 
was chasing around town for retail 
outlets that might do good jobs on 
washing machines. Strolling down 
Market Street one day he stopped 
in at the Lookout Furniture store as 
he understood this organization had 
been quite successful merchandising 
furniture. 

The late M. J. McBrien, who owned 
and managed the store, was only 
mildly interested, but did agree to put 
in a display stock of three washers. 
Howard convinced him that an an- 
nouncement to the local housewives 
telling them of the washer line should 
be of interest. As suggested an ad 
was inserted in a local newspaper, but 
for one reason or another the three 
washers were still on the floor a week 
later. Apparently the women folk 
weren’t at all impressed. 

The management could probably 
well visualize the three machines fly- 
ing out the door, but in came Mr. 
Peacock. History doesn’t record the 
conversation, but Howard talked well, 
talked fast, talked convincingly and 
when he picked up his hat an hour 
later he had an order for a complete 
washer line. He returned a day or 
two later, took the staff plus a wash- 


Lookout Furniture Company coop- 
erated by running a large advertise- 
ment with a “price” leader stressed 
in the copy. In bold letters was the 
statement, “Phone for a free dem- 
onstration.” 

This time “the program was really 
different” and washing machines were 
moved out in fairly large numbers. 

Then as now the firm employed no 
outside men. Regardless of the com- 
plete absence of bell-ringing salesmen 
this organization placed second among 
all G.E. washer dealers in 1935 for 
percentage gain over quota. 

This year they have been running 
slightly more than 300% over quota, 
so their record should compare favor- 
ably with that rung up last year. 

When Mr. McBrien died, Mrs. Mc- 
Brien took over the management con- 
tinuing the ideas formulated and prac- 
tised by her husband. Summarized, 
those are, no outside salesmen; a good 
amount of advertising; lots of dem- 
onstrating and the extension of credit 
whenever possible. 


ing machine into a private room and 
gave them every practical sales idea 
he had at hand for moving laundry 
equipment from the store into base- 
ments of local homes. 


. wi 


(BRIGGS & TRATTON ) 


Appliances on one side, furniture t 
on the other. In the show window 
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findow, 


Since outside salesmen aren't 
employed, the telephone is used 
extensively in selling. 


Today three men handle the selling 
job on appliances and furniture. 
Heading the list is Appliance Man- 
ager J. P. Jones, then Joe Susman 
who was the first to sell appliances 
and Charles Weigel, a newcomer. 
These three really sell washers in a 
territory where five years ago very 
few “self-respecting” Chattanooga 
housewives would consider having 
clothes out on a line. 

For demonstration purposes a large 
stock of used machines is maintained. 
This system eliminates costly depre- 
ciation of new models in the cases 
where the washer doesn’t sell itself. 
The records show that of all demon- 
strators sent out 80% have resulted 
in sales. When a demonstrator is 
delivered the truck driver becomes a 
salesman outlining for the second time 
the various points of the washer. 

After the housewife definitely de- 
cides to keep the machine as is evi- 
denced by making a down-payment, 
the truck driver returns once more. 
This time to replace the demonstrator 
with a new washer. Excepting the 
salesman’s commission this method of 
selling costs Lookout Furniture 
one dollar per sale and has accounted 
for 50% of the 3,000 deals made by 
the organization since 1934. 

Chief competition is from cheap 
help and laundries, consequently the 
salesmen stress the fact that by paying 
over a period of months, the cost per 
week will barely exceed that paid for 
the weekly labor or laundry bill. As 
a result of this selling principle most 
of the sales are made on 12-month 
terms with the average selling price 
amounting to $70.00. 


two or three pieces of clothing 
swishing around in the glass tub. 
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And she'll think more of it if 
it’s General Electric 


1, She's been hinting for chis NEW PORTABLE MIXER. 


you bought it. In cream enamel tnish, as 
shown, $16.75 (also in silver finish with opal white 
bowls). Additional accessories at slight extras cost. 


2. She needs this STANHOPE COPTER SERVICE! Particu- 
tarly if YOU'RE fussy about your coffee! An outstand- 
ing gift! Complete with Coffee Maker —and sugar, 
creamer, four cups and saucers, four 7-in. plates of 
fhnest Stanhope pariern Heisey glassware. 8-cup cape- 
city, $19.95 (coffee makers only, from $4.95 to $9.95). 


3. She's sighing for this lovely CONTINENTAL COFTEE 
URN SET. Aad who wouldn't! Look at the beautiful 
lines. If she entertains at all you can be sure this will 


colators and sets from $5.50 to $19.95) 


4. She'll thank you for s HEATING PAD! Not tha: she 
has aches and pains very often but in certainty d 
come io o « 


Its dowaright esseonal where there are children 
Volume to her mas. Beauti 
packaged, $4.95 (others 5.95) 


7. It's time she hada 
at 


oxes! tt 
ries 


Show us the 


banter overflow 
path 93.90 00 5.95) 
ore 


She'll appreciave the MODERNE 
TRON. See the button sooks that 

iromag under and around 
Closes Note the thumb res ... the 


linens, comoos, aad sitks (other 7 
irons, $2.95 to $7.95). 


You'll always be glad you bought a G-E 


GENERAL @ ELECTRIC 


RESEARCH KEEPS GENERAL ELECTRIC YEARS AHEAD 


Consistently advertised this fall in the Saturday Evening Post, these eight attraciive 
gift icems are but a few of the many appliances which comprise the complete General 
Electrie Hoepoint line, Tremendous consumer acceptance has been created through 
continu Gig national advertising and the unfailing performance they have rendered. 
Stock up mow with a complete line of these quality appliances. Start your cash 
register jingling to the tune of bigger holiday sales and profits. 


RESEARCH KEEPS GENERAL ELECTRIC YEARS AHEAD 


GENERAL ELECTRIC 


APPLIANCE AND MERCHANDISE DEPT.. GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICU 
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Christmas 


A WO Christmas action displays, 
which feature small electrical 
appliances, are illustrated and 


described on this page, but neither of 
them involve any mechanical problems, 
as the motion is actuated by a simple 
swinging arm solenoid type of motor. 
In display No. 1 are taken from the 
same point on the motor. No. 2 calls 
for just one of these two simple mo- 
tions. 

The cardboard section of display 
No. 1 is in three planes. Santa and 
the wall make up one, his arm another 
and the rotating disc in the background 
the third. The rotating disc is mounted 
on a standard form of wooden support, 
built in the usual way. However, the 
bearing shaft must set up very little 
friction.. Two roller skate wheels set 
in parallel make a smooth bearing for 
a rotor of this character. 

The rotation of the disc is by means 
of the rubber “finger” method, ex- 
plained in the diagram, and also in 
September Electrical Merchandising. 
This method of rotating a cardboard is 
very simple and effective, and the speed 
is so easily adjusted by moving the 
angle of the rubber “finger” up or 
down—the greater the pressure of the 
rubber against the edge of the disc the 
slower the speed, and vice versa. 

By referring to the diagram it will 
be seen that the one end of the hori- 
zontal wire, leading to the moving 
thumb, is fastened into the same hole 
of the armature. One wire on one side 
and the other on the reverse. The wire 
to the rubber “finger” must be rigid, 
while the wire to the arm must be free 
from friction with the aid of a loose 


PAGE 28 


2 


AcTION WINDOW 


By I. L. 


A swinging armature motor, 
with a rubber “finger” rotates 
the disc and the pull of the 
same armature on the wire 
rods maintains Santa's thumb 
in a continual jerky, agitated 
state and pointing toward the 
bag of electrical appliances. 


HORIZONTAL SPRING 


Cochrane 


WIRE 


VERTICAL 


WIRE 
GREGORY MOTOR 
ARMATURE 4 
SPRING. = 
ANCHORAGE 


A spectacular two-motion display. 


~ SHOP_EARLY 


The revolving disc is 
painted with a variety of electrical appliances from which to 
select, while Santa's thumb continues to point a jerky, natural 
way toward his bag, full of appliances. 
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PIVOTS 


joint and washers on both sides of the 
loop connection. 

The motion of Santa’s arm is an 
irregular jerky motion, very natural 
and life-like, by means of the set-up 
shown in the diagram. The two 
springs, one in the lateral and the 
other in the vertical wire, give resi- 
liency to the motion of the thumb, 
Also, the distance between the two 
pivot points on the arm make a dif- 
ference, depending upon the weight of 
the arm and other conditions. In order 
to secure the correct distance, punch 
several holes for the wire and try out 
results in each, selecting the one which 
gives best results. 

In display No. 2 the motion is 
merely the rotary one similar to dis- 
play No. 1, but smaller. A concealed 
light throwing its rays over the face of 
the disc will help to snap the motion 
out in still stronger relief. The idea 
is good—Santa pouring electrical ap- 
pliances into the chimney. However, 
the boy might well be replaced by a 
woman. 

The motor illustrated, which works 
on either a.c. or dc. is made by 
Gregory Motors, 59 E. 34th St., New 
York, and lists at $4.00, each. The 
complete designs are by Fragasso 
Studios, 540 First Ave., New York 
City. And, if a retailer prefers not to 
make either of these displays locally, 
Fragasso will quote on the complete 
display ready to be placed into a win- 
dow. 


A large display that strongly suggests Electrical Gifts. 
The motion is obtained by a revolving disc which 
o- old Santa the seeming of pouring appliances 
own the chimney. 
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Royat Is Out IN FRONT - the largest sell- 


ing cleaner sold by dealers. 


Rovat Prorits Prease DEALERS —as 


Royal Cleaners please their customers. 


Proor OF Royat LEADERSHIP —is best 


shown by the fact that Royal sales increases 
are greater than the industry's increase. 


Royat Is A Comptete LINE-A model 


for every price market—offering greater 
Beauty — Utility —Efficiency—and Durability. 
Truly the most attractive and saleable line 
of vacuum cleaners. 


Royvat Deater SALES HELPS include 


national and local advertising— window and 
store displays—circulars, broadsides, and 
dodgers-—all created to fit into the dealer's 
own selling plan. 


PROFIT wits ROYAL 


TALK TO YOUR LOCAL DISTRIBUTOR TODAY 


CONTINENTAL ELECTRIC COMPANY, LTD., TORONTO, ONTARIO, CANADA 
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PIONEER 


Scores Again! 
New DeLuxe AIR-FLO CHARGER 


Works in the Slightest Breeze 
(4 miles per hour!) r 


Not a toy—not a makeshift—but a real scien- 
tifically designed battery charger, the new Pioneer 
De Luxe Air-Flo Charger is the result of months 
of intensive research and development. It is be- 
ing announced to the trade only after exhaustive 
tests have proved it trouble-free! 

Compare the performance of these chargers with 
any other wind-operated electric generator on the 
market. The Pioneer De Luxe Air-Flo keeps bat- 
teries charged with the slightest breeze—it starts 
charging in a 4 mile per hour wind. At 25 miles 
per hour it develops 25 amperes. 

Large 4-pole generator, 7'4” in diameter. Com- 
pletely weatherproof. Totally enclosed grease- 
sealed ball bearings. Enclosed bronze collector 
rings. Patented variable pitch propellor of scien- 
tific aeronautical design—mounted on _ electric 
speed control, which automatically regulates 
charging rate. 

Made in two sizes—Super-De Luxe 25 ampere Model as described above, $54.95 
list f. o. b. factory. 15 ampere De Luxe model, $47.50 list f. 0. b. factory. Maii 
coupon for data sheet! 


PIONEER 
“Grand Champion” 


The most practical low-cost gasoline 
electric power plant on the market, 800 
watts 32 volts DC. Self-excited. Push- 
button starting—$149.50 list. 800 watts 
110 volts DC, $157.50 list. 1500 watts, 
$267.50 list. “Gold Crown” AC plants: 
110 volts, 60 cycles, 600 watts, $165 
list. 1000 watts, $240 list. 1500 watts, 
$200 list. The most economical plants 
for large wattage requirements 


PIONEER “CUB” 


Charges storage batteries for radio and 


12 electric lights. 200 watts 6 or 12 volts 
DC. Sells for $44.95 with long profit! 
Direct drive! Push-button starting! Built- 
Also “Baby Jumbo” gas 
electric plants with magneto ignition: 6, 12 
volts, 150 and 200 watts DC. 12, 32, 110 
volts, 250 watts DC. 


PIONEER 
PIONEER “BLUE DIAMOND” 


in ammeter! 


Operates standard city’ 
POWER radio and electric lights. 300 
watts 110 volts AC, The low- 

PLANTS est priced city’’ light plant 
on the market $79.95 list! 

Ideal for PA work Also has 
OTHER PIONEER 50-watt DC winding for charg- 
PRODUCTS: ing 6 volt batteries Kick- 


pedal starting! Filter and re- 


mote control available. 
Gen-E- Motors Rotary 
| MAIL THIS COUPON! 


PIONEER GEN-E-MOTOR CORPORATION 


| 468-X West Superior Street, Chicago, Illinois i 
(Cable Address, “Simontrice’ New York) 
i KUSH INFORMATION ON ITEMS CHECKED i 
1 | New De Luxe Air-Flo Charger, [) Gas-Electric Power Plants, i 
, |) Pioneer’s Extra Profit Plan for Electrical Dealers. i 


aturday 


Night STOPPER 


The put-put-put of power generators, in sidewalk 
demonstrations, stops Lake City, Minn., crowds 


NYONE who has ever strolled 
A: Saturday evenings from 

picture show to ice cream par- 
lor, and up and down Main Street in 
a small town like Lake City, Minn., 
(3,210) will tell you that the popula- 
tion practically doubles in those few 
hours. It is the Saturnalia of the rural 
folk. Sometimes there is the music 
from the Silver Cornet Band to amuse 
them, but usually there is nothing to 
do but look in windows and at the 
people. 

Henry Schmauss has brought a new 
note to Main Street. He pulls out a 
power generator on the sidewalk and 
drapes the wires and electric lights up 
for all to see and starts it put-putting. 
Quickly the noise attracts more at- 
tention than a dog fight. 

Eventually every farmer in the 
county stops to look and is reminded 
that here is power on the farm for 
$59.50. Here is something that will 
run radio and washing machine. 

“In this manner we feel the pulse 
of prospective customers for light 
plants, battery radio and washing ma- 
chines,” Charles Nygren relates. “It’s 
a step saver. We spend a trifle for 


| gasoline for this engine and save many 


miles of motor car mileage.” 
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Step saver No. 2 is to check with 
the local bank on the farm family’s 
financial standing. There are many 
people who would like to buy that 
are not justified. So forthwith these 
names are weeded out. 

Next the salesman telephones the 
prospect and tells him he’s coming 
out. If it’s to demonstrate a gas mo- 
tored washing machine, Charles 
Nygren has found it smart business to 
make his appointments Sunday, other- 
wise the family will go ahead with its 
wash Monday, and he can’t be every 
place that day. Most women will 
postpone their washing for a demon- 
stration, he has found. 

“We believe in giving a generous 
demonstration once we get to the farm 
home,” Mr. Nygren says. ‘Proof 
that it’s the right idea is the fact that 
I’ve never come back without a sale 
so far in 1936 (knocking on wood).” 

Terms on farm sales are 25 per 
cent down, and balance in twelve 
months at 8 per cent. Collections are 
made through the local bank, with re- 
course to the dealer if necessary. The 
average sale of washers has run 
$84.50. 

The store does not attempt to go 
more than 15 miles from Lake City 
for farm business. Besides power 
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2. MAGIC BUTTON WRINGER: 


StOKes patente TRANSMISSIONS 


SERVICE WARRANTY 


DISTRIBUTORS 
AND DEALERS 


ROUND AND square TUBS. 


GUARANTEED 


If you're tired of “Bread and Water” 
profits—try “Cake” for a change. Why 
not join the rapidly growing group of 
Distributors and Dealers who are find- 
ing real profit and satisfaction in 
handling— 


The New Line of 
AUTOMATIC 
WASHERS 


Get all the details of the Automatic 
Franchise at once. You will be es- 


The noise of the power gen- 
erator and a string of lights 
to attract attention are prov- 
ing a drawing card here. 


generators—a new item—canvassing | 
has been done for Meadows washers, | 
Grunow and RCA-Victor radio, and 
Electrolux kerosene refrigerators. 
Farm business is higher priced than 
in town, Nygren finds. In eight 
months in 1936 some twenty-four 
Meadows washers had been sold, 20 
per cent at $49.50 and the balance at 


bers, twelve had been moved, 60 per 


cent going for $84.50 and the balance 
at $59.50. Farmers had trade-ins on 


$69.50. In the gasoline powered num- | 
| 
| 


only four sales out of the twelve, and 
were satisfied with $4 allowances. 
Henry Schmauss is 27 years old 
and started repairing radio while in 
high school. He was one graduate 
who had no trouble landing a job eight 
years ago, as he had his own business 
rolling when he was graduated. The 
Schmauss family has lived in Lake 
City for generations and he naturally 
knew most of his customers. 
Remarkable fact about Lake City 
is that it has 200 Hotpoint electric 
ranges in the 700 houses in town, The 
Schmauss store sold nine Hotpoints 
in the first eight months of 1936. The 
rate of the Lake City Water & Light 
Plant is 10c for the first 10 kwhrs., 
6c for the next 20, and 24c for all 
over that. Water heating rate is 14c. 
Thirty-five per cent of the Schmauss 
dollar volume is on service. (“It 
saved our bacon during the depres- 
sion.”) About 10 per cent of sales 
are small appliances, including such 
items as Nesco roasters and Toast- 


MODELS 


oe ranging from $49.95 up- 
ward. (Slightly 

in West.) Several avail- 

able with gasoline en- 
7 gine power. Also the 
new Automatic Save-A- 
Day Ironer. 


pecially interested in the Service War- 
ranty, which pays you a definite cash 
amount for your labor in removing and 
returning freight collect to us any 
Stokes protected ball-bearing transmis- 
sion that is inoperative during guarantee 
period. Up to October 12th only two 
transmissions have been replaced of our 
entire 1936 production. 

So here’s a chance to really 
“eat cake” and have it, too— 


because service losses can’t 
rob you of your sales profits. 


Write today 


AUTOMATIC WASHER COMPANY 
203 W. Third St. Newton, lowa 


Automatic Washer Company, 
203 W. Third St., Newton, Iowa 


Yes! ... I'd like to “eat cake” for a change. 
Send along your proposition. 


PIECE OF CAKE” 


SEND THE COUPON 


masters, 
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An interior view of the 
appliance display in the 
company’s trailer. 


They ROLL their Own 


The Bakersfield Hardware Company 


send a “Store on Wheels” travelling 


through the San Joaquin Valley to 


speed field selling 


By Clotilde Grunsky 


HE house trailer craze has 
reached every state in the 
Union and crashed the pages of 


the Saturday Evening Post. Not only 
the individual home owners but the 
manufacturers have taken to wheels 
and modified trailers fitted up into 
exhibit coaches have toured the coun- 
try. Several power companies have 
utilized the idea to present model 
kitchen exhibits for the benefit of 
cooperating dealers. And now comes 
a dealer who has acapted the house 
trailer idea to his The 


own use. 


Bakersfield Hardware Company of 
Bakersfield, Calif., have recently pur- 
chased one of the largest of these 
“houses on wheels,” have outfitted it 
miniature store, and have set 
out to “roll their own.” 

The company has a large and pros- 
perous appliance business in the lower 
San Joaquin Valley region. It was 
started as a hardware firm by R. J. 
White some 47 years ago and is now 
under the general managership of R. 
F, Harlow and Geo. B. Cruse. Mod- 
ern lines have been added as they 


as a 


Left to right in the above picture are George B. Crone, owner; 
Harold Baker, manager of the Frigidaire department; Geen Piland, 
out of town appliance sales; and Fisk Harlow, owner. 


come along. The firm now has eight 
salesmen in the electrical department 
alone and some nine service men. In 
1929 Frigidaire was added to the list 
of appliances carried and this depart- 
ment under Harold Baker has grown 


And here is the selling group of the Bakersfield Hardware Company ali lined up to have their picture taken. 
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until it ranks as the largest depart- 
ment of the store. Nearly nine car- 
loads of domestic boxes were sold dur- 
ing the first six months of this year, 
not to mention numerous commercial 
installations, water coolers and air con- 
ditioning jobs, which are becoming 
more frequent in the warm summer. 

The major portion of the larger ap- 
pliance business is field selling and it 
was in the development of this work 
that the company this year added the 
trailer. It is the largest machine of 
its type available and has been spe- 
cially fitted up for appliance display. 
The idea is to carry the store out to 
the rural districts for demonstrations 
and shopping, reaching new districts 
and making profitable contacts. One 
man is in charge and it is expected 
that as time goes on he will build up 
his own clientele for the “rolling 
store.” 

Inside are refrigerator, range, 
ironer, vacuum cleaner and small ap- 

(Please turn to page 78) 
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ACampaign Special 
for Holiday Selling 
—a Leader for 1937 
Volume Business 


@ For holiday selling— Hotpoint offers 
the range sensation of the year, an ad- 
vance 1937 model—the Dorchester— 
first full-size, built-to-the-floor type 
automatic electric range ever offered at 
such an amazingly low price. See its 
beauty of line and design. Examine its 
wealth of features. Discover the oppor- 
tunity it offers for aggressive Christmas 
promotion. Price includes Hi-Speed 
Calrod Units; Thrift Cooker, Matched 
Accessories with Modern Chrome 
Lamp, Black Condiment Jars, Minute 
Minder Automatic Timer (for timing 
surface cooking operations up to 60 
minutes); Oven Temperature Control; 
extra large Oven; Utility Drawer and 
many other “extras” seldom found 


at such a price. A sensational value! 


EDISON GENERAL ELECTRIC 
APPLIANCE CO., INC. 
5620 West Taylor Street, Chicago, Illinois 


for Christmas selling 
LIST PRICE 


COMPLETE WITH CALROD. 
7S AND THRIFT 


Hotpoint’s Hi-Speed Calrod has made electric cookery 
history. Hailed by the industry as the leading factor in 
gaining popular acceptance for the speed, long life and 
economy of the modern electric range, Calrod becomes 
the pivot of the nationwide swing to electricity as the 
ultimate fuel for cooking. Watch the Saturday Eve- 
ning Post for Hotpoint’s color page advertisements 
which dramatize the story of Calrod’s speed, econ- 

omy and durability to nearly 3,000,000 families. 


++» for Thanksgiving and Christmas selling. Specially 
designed material and complete plans — Plan Book, 
Direct Mail, Newspaper Advertising, Window Dis- 
play, Posters and a novel Turkey-Time Contest for 
retail salesmen. Get the complete story immediately 
from the Hotpoint representative in your territory. 
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Coal Company 


ents 


STOKERS 


LEAD pipe cinch, in the lan- 

guage of the lowly, is a vulgar 

expression for something that 
can’t miss. 

Up in Minneapolis you can enjoy a 
stoker for nothing down and 10 cents 
a day rental, during the winter. On 
the surface it would seem that the 
Pittsburgh Coal Company had a great 
big warm beating heart that was tak- 
ing in everybody. The deal is sure 
fire. Actually it permits the electrical 
dealer to show a prospect that he is 
a numbskull for not buying a stoker 
of his own. For the whole proposi- 
tion is carried out on savings made 
by use of the stoker ! 

If you are a 7-ton customer of the 
Pittsburgh Coal Company or better, 
it will not be long until the knuckles 
of E. M. Matheny, manager of stokers 
and heating service, rap sharply on 
your door. 

“Mr. Doakes,” Mr. Matheny will 
say, “Our records reveal that you buy 
7 tons of coal a year at $13 a ton, or 
$91 a year. How would you like to 
pay 10 cents a day more during the 
eight months of winter and enjoy the 
privilege of laying snug o’bed morn- 
ings and getting up to a warm house? 


If Minneapolis citizens 
pocket their savings, it’s all right with 
Pittsburgh Coal Company. 
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For $24.75 a year we'll rent you a 
stoker and install it. That’s $3 a 
month in addition to your $91 coal 
bill last year. If you burn 7 tons next 
year that’s $116.25 a year. All we 
ask is a five-year contract for your 
fuel. You don’t lay down a penny. 


don’t want to 


E. M. MATHENY 


and the boys will put out 1,000 stokers in 


1936-27, it is expected. 


You can cancel the contract at any 
time after three years without 
charge—if you cancel it in two years, 
the fee is $30.” 

How does the Pittsburgh Coal Com- 
pany perform this miracle? Look 
sharp and you'll see. Instead of fur- 
nishing $13 a ton coal, they supply 
stoker coal at about $8 a ton. Sup- 
posing the family burns the same 
amount, 7 tons, there’s a saving of 
$35 on the annual $91 coal bill. That's 
about 18 per cent on the investment 
the Pittsburgh Coal Company makes 
on that stoker. Now then, don’t for- 
get a rental charge of $24.25 is being 
made per year also. Add this to $35 
and you have $59.25 going into the 
till of the Pittsburgh Coal Company 
on its deal. 

One would believe that any Minne- 
apolis citizen who was financially re- 
sponsible would consider himself 
completely nutty for not buying his 
own stoker and pocketing this $59.25 
himself. 

However, all this is not pure velvet 
for the coal firm. Nearly all of their 
patrons rent, and renters move. While 
a charge of $30 is made for transfer- 
ring the stoker, it cannot always be 
collected. About ten per cent of the 
customers move on September 1 or 
May 1. Then, too, free mechanical 
service must be maintained. 

If you are a Minneapolis citizen 
who believes your hand was never 


made to fit a shovel, the Pittsburgh 
Coal Company has something for you 
too. For an extra fee of $32 the firm 
offers to give you complete firing serv- 
ice for eight months out of the year. 
Once a day a young chap will pop into 
your basement, remove the clinkers 
and toss in some coal. The kid earns 
his money, particularly last winter 
when there were thirty-six days of 
below zero weather. 

Suppose you eventually get around 
to figuring it all out and want to buy 
your stoker? O. K. The Pittsburgh 
Coal Company will sell it to you at a 
10 per cent discount, and give you 
four months’ free mechanical service. 

From a coal company standpoint the 
stoker is a gift from heaven. With 
customers sewed up on a five-year 
coal contract, it saves on sales costs. 
Furthermore, it can fill up bins any 
time, and this means something in 
summer when business is dull. The 
plan was quietly started in 1933. Next 
year, the corporation plans to put out 
1,000 Whiting Stokers on a rental 
basis alone. 

A wealthy company, the Pittsburgh 
Coal Company finds stokers about as 
good a place to put its money as any- 
thing else (18 to 30%). What if 
electrical dealers hop in and sell their 
potential renters? That’s all right 
too, for Pittsburgh sells coal, and 
the smoke will go up the chimney just 
the same. 
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ALL- EXPENSE CRUISE 


CONTEST RULES 


| HIS is YOUR opportunity to increase elec- actually be installed in store serving the 

trical housewares business by capitalizing the highly |, window or interior displays must fen- 
profitable Christmas gift market. Promote Second [{ure, the products of at leant oe RICAL 


National ELECTRICAL HOUSEWARES WEEK, WARES machines 


ranges, radios, w vacuum 


December 7-12. Take advantage of this timely, Nor be inieded. 


co-operative merchandising event to make every MOUSEWARES WEEK Poster must be ine 
Christmas buyer "electrical gift conscious." Install 


cluded in each display. 
window and interior displays including the attractive "utner but the ame rules 


(4) There are separate prizes for (1) cen- 

ELECTRICAL HOUSEWARES WEEK Poster. Sup- interior display ‘in ‘each class, willbe 
lement displ ith nd radio ad ORUISE to BERMUDA ‘(or $15 in CASI ot 

rome ‘sp ays newspaper e Facto acver- option of winner). Duplicate awards will 
tising. Use stickers on all your mail. Any of the De made in case of ties, and the decision 


of the judges is final. Contest winners will 
contributing manufacturers listed below can supply WaRES—omcial publication of the Flee. 
you with these promotional items and help you with 


trical Housewares Program. 
your plans for tying-in with Second National 


(5) A similar prize will be awarded to the 
interior displays by the largest number of 
ELECTRICAL HOUSEWARES WEEK. Get in touch and other dealers — 
with your manufacturer-supplier TODAY! 


Wore 


(6) In _ selecting the winning display 
in each class the judges will consider 
attractiveness, originality and sales 
appeal. 


(7) Photos of displays, with names 
and addresses of contestants printed 
on backs, must be received by Con- 
test Editor, Edison Electric Institute, 
420 Lexington Ave., New York, New 
York on or before December 26 ,1936. 


CONTRIBUTING MANUFACTURERS 


AMERICAN ELECTRIC HEATER COMPANY SWARTZBAUGH MANUFACTURING CO. 
GENERAL ELECTRIC COMPANY THE SILEX COMPANY 

HAMILTON-BEACH MANUFACTURING CO. WESTINGHOUSE ELECTRIC & MFG. COMPANY 
KNAPP-MONARCH COMPANY 

LANDERS, FRARY & CLARK 
MANNING-BOWMAN & COMPANY 

McGRAW ELECTRIC CO., WATERS-GENTER DIV. 
PROCTOR & SCHWARTZ ELECTRIC COMPANY 
ROBESON ROCHESTER CORPORATION 
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Sweet are the Uses of 
Advertisement 


We have always known that dealers and appli- 
ance merchants generally read advertising pages 
of this magazine as well as the editorial. 

We've been telling people so for years. 

But we had no idea to what extent they read 
and used the. advertising as compared, let us say, 
with the editorial information. We found out 
recently with facts and figures and, because it 
seemed to us a question that would interest other 
dealers, we are giving you some of the results. 

In the first place, an independent research outfit 
went out all over the country talking to typical 
dealers—big ones, little ones, all sizes and shapes. 

Nine out of ten of these dealers—92 per cent 
to be exact—said that if they were manufacturers 
they would advertise to the trade. More important, 
from our cherished editorial standpoint, was that 
83 per cent said that trade advertisements were 
definitely useful to them in their business. They 
had various reasons for this, chief among them 
being that trade advertising helped them keep in 
touch with new products and developments and 
that it served as a basis of comparison of com- 
peting brands. Another big reason was that it 
gave the dealer ideas on display and selling sug- 
gestions, increased his confidence in the com- 
pany whose product he was advertising and helped 
him in his own selling. 

Now if all this were so—and there didn’t seem 
to be any way to deny it—then we began thinking 
even more about this business of the advertiser 
being our editorial partner. And thinking about 
that got us to wondering if all dealers were mak- 
ing as full use of the advertising pages of the 
magazine as they do of the editorial. 

If three out of four dealers said that trade ad- 
vertising helped them in their selling—to get new 
angles and ideas (46 per cent) to get a line on 
competition and how to meet it (15 per cent) to 
keep uptodate on background information (12 
per cent) to use suggested display and promotional 
ideas (12 per cent) and to get sales plans and 
ideas to pass on to salesmen (6 per cent)—then 
here was something, by golly, that we ought to 
pass on to our readers. Because giving just that 
kind of information is supposed to be our job. 

If the manufacturer and the advertiser is also 
doing the job who are we to complain ? 

The final question in the survey was whether 
a manufacturer who did not advertise in the trade 
magazines was at a disadvantage. And here the 
answer was 82 per cent in the affirmative. And 
so we are all for it. More advertising, better 
dealers, bigger magazines. 
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LETTERS 


"Old" Cleaners 
To the Editor: 


Your article entitled “The Growing Pains of the 
Vacuum Cleaner” appearing in the September 
issue of ELECTRICAL MERCHANDISING is, 
to say the least, highly insulting, most unjust, and 
injurious to us. The two machines shown in the 
upper left corner (referred to as old relics and 
early contraptions) are Invincible Heavy Duty 
Portable Vacuum Cleaners, and the appearance of 
one of them remains practically the same as you 
have illustrated ! 

Your author, Mr. Frank B. Rae, Jr., “who can 
remember way back’’, should take the trouble to 
find out what is going on in this day and age, or 
at least you should before publishing such ma- 
terial. 

For your enlightenment, our equipment is used 
in many thousands of applications such as 
schools, office buildings, public buildings, theaters, 
colleges, universities, industrial plants, large 
stores, etc. As a matter of fact, our equipment 
has been advertised for the past year in your 
publication BUSINESS WEEK. The basic 
principle of operation remains the same as it was 
years ago, and the design is still very similar, for 
no one has been able to improve very much on 
either. 

Moreover, a great many of our early machines, 
which were sold in homes, before present house- 
hold-type cleaners were available, are still giving 
very efficient service after 20 or 25 years of use, 


and the owners would not trade “even” for the 


most modern household-type cleaner made. Surely, 


such unusual service, ability and dependability does 
not merit the slighting and ill-informed remarks 
made in your article. 

Surely, a representative publication such as 
ELECTRICAL MERCHANDISING must know 
that there is such a thing as a heavy-duty, portable 
vacuum cleaner; that the abilities and principle 
of operation are entirely removed from the house- 
hold cleaner; and that however advisable, their 
use in homes is prohibited by price? 

Aside from your injustice, you have done us a 
great deal of harm, effecting our users and future 
business. Why did you not take the trouble to 
investigate before publishing? It is impossible to 
compensate for such injury, but we want to know 
your attitude and what you believe can be done 
to attempt to remedy this matter. 


C. E. Harker, President 
Invincible Vacuum Cleaner Mfg. Co. 
Dover, Ohio. 


More Growing Pains 


To the Editor: 


I was amazed to read your article in “Electrical 
Merchandising” regarding Vacuum Cleaners. 

I have not been connected with the Invincible 
Vacuum Cleaner Manufacturing Company, Dover, 
Ohio, for the past three years, but I am glad I 
know enough about Vacuum Cleaners to resent 
the pictures which you show in your article re- 
garding old relics which still exist. If Mr. Rae, 
who poses as a Vacuum Expert knew anything 
at all about HEAVY-DUTY MACHINES he 
certainly would not have written the article or 
perhaps he does not know the difference between 
an ordinary Household Machine and a Heavy- 
Duty Machine. 

The only other reason I can figure out is that 
he is prejudiced and of course this should not be 
the basis for a Technical Article in “Electrical 
Merchandising.” 

Artuur J. Rocke, 
Chateau de Madrid, Bois de Boulogne 
Paris, France 


We certainly stand corrected on this one. And 
the fault belonged not to Frank B. Rae, Jr. who 
was unaware of the pictures that would be used 
to illustrate his article “The Growing Pains of the 
Vacuum Cleaner,” but to the editors who snapped 
the particular cleaners referred to while taking 
pictures of an assorted group of veterans that 
had been traded in to a prominent New York 
distributor. Invincible has had a long and honor- 
able life in the industry and the mere fact that 
many of their heavy-duty portable models are still 
giving service after 20 years of use is sufficient 
testimony to their quality —Eb. 


“All | have is spaghetti 
in two different styles 
—it’s the only recipe 
they broadcast today.” 
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erless Electric Supply Siems, and D. N. Buckler, Toronto 


WHOLESALERS 
Meet at Buffalo 


Some 350 electrical men attended the fall 
convention of the National Electrical Whole- 
salers' Association at the Statler Hotel in Buf- 
falo from September 27 to 30. 

Attending members from every section of 
the country reported increasing volumes in 
their respective territories, but this optimism 
was slightly dampened by a few "off the rec- 
ord'' comments concerning lowered net profits 
resulting from intense competition. 

High light talks were those given by Chair- 
man L. E. Latham and Attorney Dana T. Ack- 
erly. Mr. Ackerly covered the main points of 
recent legislation as it affects the electrical 
wholesaling industry. 

Before convening, the wholesalers decided 
to meet next spring at Hot Springs, Va. 


Photos by A. B. CONKLIN, Jr. 
Henry Baitinger, Baitinger E 
York and E. T. Re 
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Here's the brand new Stewart-Warner line! 
It starts where last year’s 


left off! And here are... 
SIX BIG REASONS WHY ‘YOU 


CAN MAKE MORE MONEY WITH 
STEWART-WARNER IN 1937! 


—— 
3 
4 
- 
ut 
if 


ERE it is—the 1937 line you've been waiting for! Twice 
as hot as last year’s record-smashing Stewart -Warners 
that boosted sales 127%. 

The 1937 Stewart-Warners have brand new eye appeal— 
new beauty inside and out.They have utterly new time- and 
work-saving conveniences. They have dependability and 
current economy that’s nationally famous. And above all, 
they have MORE FEATURES FOR YOUR MONEY. 

Join the thousands of dealers who are already set on this 
great new line. You can start now and capture the holiday 
business with the new Stewart-Warners while competitors 
worry about cleaning out old stocks. 


POWERFUL 1937 MERCHANDISING PLANS ALREADY UNDER WAY 


You know that our last year’s merchandising 
and advertising packed plenty of wallop. This 
year's are as much ahead of them as the new 
Stewart-Warners are ahead of the 1936 models! 
The 1937 Stewart-Warner Refrigerator selling 
plan features HORACE HEIDT and his nationally famous 
Brigadiers in a series of COAST-TO-COAST BROAD- 
CASTS over the Columbia network. These popular radio 


stars will send prospects in your neighborhood to you— 


already half sold! In addition, Stewart-Warner merchan- 
dising plans give you these important helps: . . . hard-hitting 
newspaper ads . . . a special series of holiday ads featuring 
a sensational Christmas Finance Plan that will scoop the 
field... powerful interior and window display material . . 
plenty of attractive folders . .. and a floor plan actually 
offered without a FINANCE CHARGE! Get all the details 
of the Stewart-Warner 1937 Selling Plan from your near- 
est Distributor TODAY! 
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hots from the SHOWS 


Some Personality Pictures Snapped at 
NEW YORK and PHILADELPHIA Expositions 


George R. Conover, managing director of Philadelphia's Electric Association and 
general manager of the Electrical Show, takes the baton to direct Jesse Altmiller's 
band while Jesse beats a drum. It was good conducting, too. Ching! 


Eloise Vidal, kitchen planning expert of 
Philadelphia Electric, at work with a 
prospect in one of the four model 
kitchens P. E. displayed. 


J. TT. Pierce, president, Reginald "Pop" Rosevear 
Pierce-Phelps, Philadelphia heads up the new appli- 
distributors for Crosley, ance set-up for Liebman's 
snapped at the Philly show. in Philadelphia. 


Max Lewis, 
Lewis & Carnall, Philadel- 
phia distributor for 
Universal. 


Vice president C. E. Wilson of General 
Electric looks over the G-E exhibit at 
the New York Show. 


president, 


Fred Mullins, sales promotion mana- 
ger of Warren-Norge, N. Y. distribu- 
tors for Norge looks over the display 
at the New York show. 


Parker Erickson, manager radio sales 
for Fairbanks-Morse, snapped at the 
New York exposition. 


“Bill” Pierce of the New York 
office of Edison G-E Appliance 
Co. was one of the oppliance 
veterans at the New York show. 


L. E. “Ed LeVee, Apex vice- 
president wore a suit at the New 
York show that was as white as 
the gleaming appliances. 


Another fwo interested lookers-on at the New York show— 
Callahan and Tompkins of the Westinghouse Supply Corporation. 


M. Slap, general sales manager for Raymond Rosen, 
Kelvinator-RCA distributors in Philadelphia, chats with 
a friend. 


Austin Monty, sales manager of Philadelphia Electric 
Company stops a minute with his friend, the distinguished 


surgeon, Dr. John Flick. 
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tric Show. 


A. L. Sanger and A. L. "Boney" Atkinson of General 
Electric, pause to be snapped at the Philadelphia Elec- 
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THE FIRST DUTY OF 


@ Over the last few months we've asked 
X. Tracted Calorie to do quite a lot of 
posing for us, and so far there hasn't 
been a single bill for model fees. It is 
quite unusual for famous people to pose 
for advertisements, and to give testimonials, 
without even a little of what is known in 
polite circles as substantial remuneration. 
X tells us he is generous because he feels 
he is doing something for a great cause. 
He and all the other Calories want every- 
body to understand the unique merits 


of Aluminum Ice Cube Trays and Grids. 
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In Caloric language, the merit lies in 
the speed Calories can make getting out of 
Aluminum Trays and Grids. 

In dollars and cents language, which is 
what your prospects are interested in, the 
merit lies in the money saved, because water 
freezes faster in Aluminum. 

In scientific language, the merit is superior 
conductivity, inherent in Aluminum because 
Nature put it there. Nature also made 
Aluminum friendly to food, the ideal metal 
for use in a refrigerator. ALUMINUM COMPANY 
or AMERICA, 2160 Gulf Bldg., Pittsburgh, Pa. 


TRAYS 1S TO FREEZE FAST - ECONOMICALLY 


STATISTICAL 


A DIGEST OF FIGURES INDI. 
CATING THE PROGRESS OF 
ELECTRICAL APPLIANCE SALES 


WASHERS 


September sales of household electric 
washers, while following the normal up 
ward curve characteristic of that month, 
set a new all-time record when unit sales 
totaled 154,811 machines. This repre 
sented an increase of 15.8% over Sep- 
tember, 1935 and 1.4% above the previous 
record month of March, 1936. 

Thus, for the first nine months of 
1936, electric washer sales are 26.1% 
ahead of comparable business of 1935. 
Following are estimates of industry sales 
of household electric washing machines, 
prepared by the American Washing Ma- 
chine Manufacturers Association: 


Saturation, January, 1936—10,346,482 
homes, or 48.8% of total wired homes. 


v 


VACUUM CLEANERS 


Respective increases of 33.9% for floor 
cleaners and 42.3% for hand cleaners 
were reported for September, 1936 ver- 
sus September, 1935 by the Vacuum 
Cleaner Manufacturers Association. With 
these gains at hand, floor cleaner sales 
for the nine months of 1936 were up 
29.1% over comparable sales of last 
year, while hand cleaners were 18.4% 
ahead : 

104,944 floor cleaners & 
39,118 hand cleaners 


Sent. 


27 478 hand cleaners 

9 Mos. 1936...... 825,884 floor cleaners & 
248,688 hand cleaners 

9 Mos. 1935...... 639,843 floor cleaners ‘ 
210,013 hand cleaners 

Saturation, January, 1936—10,241,579 
homes, or 48.3% of total wired homes. 


v 


GAS ENGINE WASHERS 


Gas engine washer sales of September 
were 7.5% higher than sales of Septem- 
ber, 1935. For the nine months of 1936 
the accumulated gain over 1935 com- 
parable sales was 10.6%. Following are 
estimates of industry sales, compiled by 
the American Washing Machine Manu- 
facturers Association: 


Sept. 1936..... 20.024 gas engine washers 
18,632 gas engine washers 
9 Mos. 1936. ..163,076 gas engine washers 


9 Mos. 1935...147,422 gas engine washers 


v 


IRONERS 


NOVEMBER, 


A rise of 13.3% for September, 1936, 
compared with September, 1935, was 
seen in the recent sales bulletin of the 
American Washing Machine Manufac- 
urers Association covering the house- 
hold electric ironer industry. This 
brings the total increase for the nine 
months’ period to 25.7% above the same 
months of 1935: 


16,985 ironers 
14,984 ironers 
108,519 ironers 


Saturation, January, 1936—1,031,802 
homes, or 4.9% of total wired homes. 
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BAROMETER 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


RANGES 


With September 1936 sales of house 
hold electric ranges 74.0% in excess of 
September, 1935, the total gain for the 
nine months’ period has jumped 49.9% 
ahead of corresponding sales of 1935. 
These figures relate to the unit sales 
of the NEMA range membership, com- 
posed of 12 manufacturers in 1936 
against 10 in 1935, 


| eee 25,142 ranges, valued at 
$ 1,746,023* 

14,447 ranges, valued at 
$ 1,040,625 

9 Mos. 1936....228,129 ranges, valued at 
$15,878,843 

9 Mos. 1935....152,125 ranges, valued at 
$10,174,616 


*Manufacturers’, not retail, value. 
Saturation, January, 1936—1,449,250 
homes, or 6.8% of total wired homes. 


v 
WATER HEATERS 


An increase of 51.6% in unit sales of 
household electric water heaters, storage 
tank type, was noted in the NEMA re- 
port for September, 1936 compared with 
September, 1935. At the same time the 
Association reported the nine months’ 
total business to be 31.8% ahead of 
comparable sales of 1935. These figures 
are based on sales reported by 9-10 water 
heater manufacturers. 


5,037 units, valued at 
$ 236,538* 

3,323 units, valued at 
$ 160,743 

9 Mos. 1936........56,351 units, valued at 
$2,655,791 

9 Mos. 1935........ 42,746 units, valued at 
$2,124,260 

*Manufacturers’, not retail, value. 
v 
STOKERS 


Based on data supplied by 108 identical 
manufacturers, the Department of Com- 
merce reports the following increases in 
stoker sales for August 1936 compared 
with August 1935: Class 1 stokers (resi- 
dential, capacity less than 100 lb. coal 
an hour) 71.0%; Class 2 (apartment 
house and small commercial stokers, 100 
to 200 Ib. coal) 41.4%; Class 3 (small 
industrial stokers, 200 to 300 lb. coal) 
20.7%. 

Accumulative gains for the eight 
months’ period for each of the three types 
of stokers were as follows: residential 
stokers 92.5%; apartment house 42.5%; 
and small industrial 34.7%. 

Class 1  Class2 Class 3 
Aug. 1936....... 8433 492 198 
4,391 348 164 
8 Mos. 1936..... 31,377 1,744 721 
8 Mos. 1935..... 16,297 1,224 535 


REFRIGERATORS 


Estimates of industry sales of house- 
hold electric refrigerators, based on 
NEMA reports, indicate a rise of 49.3% 
for September 1936 over September 1935. 
For the nine months of the year prelimi- 
nary estimates place the advance 28.8% 
over corresponding sales of 1935. 


9 1,833,691 refrigerators 


Saturation, January 1936 —7,250,000 
homes, or 34.2% of total wired homes. 
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, = best prospects look in the ‘yellow 
pages’ of the telephone book to find 
where to buy what they want. 

Are you fully covered, at every clas- 
sification of your business? Here are 
some: Batteries, Radios, Ranges, Re- 
frigerators, Sewing Machines, Vacuum 
Cleaners, Washing Machines. 

Are you fully covered under the well 
known brands that you carry? 

Get fully covered and you'll attract 
your share of “telephone book cus- 
tomers.” 

For particulars, proof of results, etc., 


call your local directory rep- 


resentative. 


ELECTRICAL MANUFACTURERS WHO 
MAKE “WHERE TO BUY IT” SERVICE 


ELECTRICAL DEALERS— ORDER YOUR CLASSIFIED LISTINGS NOW 


S32 
airbanks-Morse Frigidaire General Electric. — 
Ts ~ 
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02 
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MOTOR 


PPLIANCE dealers have found by experi- 

ence that salesmanship alone will not gain 

a single customer unless the customer has con- 

fidence in the appliances—is convinced that 
the dealer sells high-quality products. 


General Electric motors can help you convince 
your customers that the electric appliances you 
sell will. give economical and reliable service. 
Because the American public has become accus- 
tomed to coupling the name General Electric 
with outstanding achievements in the electrical 
world, it has come to associate General Electric 
with high-quality electric equipment. This rep- 
utation adds directly to the sales appeal of an 
appliance equipped with a G-E motor—inspires 
confidence that the appliance is dependable— 
makes selling easier and more profitable for you. 


If you sell appliances equipped with G-E 
motors, be sure to tell your prospects of 
this fact—it will help you sell. General 
Electric, Dept. 6A-201, Schenectady, N.Y. 


DO YOU KNOW 


that for nearly ity years General Electric 
has helped in numerous ways fe make 
tricity residential customers? The many 
G-E developments heve helped te lower 


the cor! of electrici#ty and hove shmuleted 


the use of the electric apphiances you sell. 


HELP YOU SELL APPLIANCES 


GENERAL 
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PEOPLE 


PRODUCTS - 


PLANS 


Electrical Merchandising Review of the Month November 


Vv. J. Mcintyre, Kelvinator’s 
manager of washer sales, takes 
an order from Bugler Stapleton 
of the S. S. Franconia for Kel- 
vinator Washer No. 1 while at 
sea on cruise. You never can 
tell when orders will turn up. 


TWO C & S PROPERTIES 
ADOPT ECONOMY 
PURCHASE PLAN 


AKRON, O.—Two Commonwealth 
and Southern Corporation subsidiaries, 
the Ohio Edison Company and the Penn- 
sylvania Power Company, have adopted 
the Economy Purchase Plan, Commer- 
cial Credit Company’s dealer-utility co- 
operative plan for financing electric ap- 
pliance sales. 

Other power companies operating 
under the plan include Niagara-Hudson 
Power Corporation, Consumers Power 


Company and the Alabama Power 
Company. 
Burgess Obtains Controlling 


Interest in Thordarson Electric 


CHICAGO—Dr. C. F. Burgess, presi- 
dent of the Burgess Battery Company of 
Chicago, announces the purchase of the 
controlling interest in the Thordarson 
Electric Manufacturing Company of Chi- 
cago. The Thordarson Electric Manufac- 
turing Company will continue the manu- 
facture of transformers for the radio and 
neon sign industry as well as other prod- 
ucts in the process of development. Ches- 
ter H. Thordarson, founder of the com- 
pany, is president and Jackson Burgess is 
vice-president. Dr. Burgess announces 
that this arrangement will free Mr. Thor- 
darson and himself for research and de- 
velopment work. 
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UNION ELECTRIC IN BIG 
FALL APPLIANCE PUSH 


Ranges, Roasters, Radio, Small A 
pliances, All Scheduled for Special 
Promotional Effort 


ST. LOUIS, MO—The Union Elec- 
tric Light & Power Company are in full 
swing in one of the most ambitious sales 
drives for the fall season in their history. 

Noting the fact that electric range 
sales, due to intensive promotion had 
doubled during the first half of 1936 over 
the same period in 1935, C. E. Michel, 
vice-president of the company, decided on 
a concentrated range effort for the fall 
months to wind up 1936 in proper style. 

Beginning September 15, therefore, and 
ending on December 31, the “Rodeo for 
Range Riders” is on. For the man sell- 
ing the most ranges during that period 
there is a first prize of $300, a second of 
$175, a third of $100 and a fourth of $75. 
In addition, there are eight more prizes 
$ $50, ten more of $25 and another ten 
1 

So much for the salesmen. Dealers, as 
in the spring campaign will get a $5 
bonus for every range sold. To back 
up the campaign, newspapers, billboards 
and radio will all be employed to pro- 
mote electric cookery. 

In addition, Union Electric Light has 
laid out a fall promotion schedule on the 
following appliances: Roasters, radio 
sets, table appliances. October, of course, 
was devoted to I.E.S. lamps, Christmas 
promotion will be on small appliances. 


S-W On the Air 


CHICAGO, _ Ill. — Stewart - Warner 
went on the air beginning September 
28 with a program designed to sell better 
reception and better radios and featur- 
ing Horace Heidt and his Brigadiers. The 
program goes out over the Columbia 
national network. 

A regular announcer will be dispensed 
with at the performances and even the 
sales talk will be taken over by Horace 
Heidt himself. 


SECOND NATIONAL ELECTRICAL 
HOUSEWARES WEEK DEC. 7-12 


NEW YORK—Announcement has just 
been made by the Electrical Housewares 
Program of the second annual promotion 


of Electrical Housewares Week, a na- 
tional, co-operative ———— event 
during the week of December 7-12 to 


interest Christmas buyers in viving beau- 
tiful, practical electrical housewares gifts. 

Sponsoring this activity is Edison Elec- 
tric Institute and twelve NEMA manu- 
facturers contributing to the Electrical 
Housewares Program. The entire small 
appliance merchandising field will be in- 
vited to participate and it is expected that 
virtually every important utility company, 
department store and other electrical 
dealer will take advantage of this timely 
co-ordinated drive for additional Christ- 
mas business. 

A feature of Second National Electri- 
cal Housewares Week will be the instal- 
lation of displays centered around the 
Xmas theme and including copies of the 
attractive Campaign Poster. Four six- 
day all-expense cruises to Bermuda (or 
choice of $75 in cash) .will be awarded 
housewares merchandisers 
prize winning displays. There will be 
separate prizes for each of three divi- 
sions—utility companies, department 
stores and other dealers — while the re- 
maining prize will go to the distributor 
who submits the largest number of photo- 
graphs of displays installed in his local- 
ity during Electrical Housewares Week. 

Associated with Edison Electric Insti- 
tute in sponsoring Second National Elec- 
trical Housewares Week are the follow- 
ing manufacturers: American Electrical 
Heater Co., General Electric Co., Hamil- 
ton-Beach Manufacturing Company, 
Knapp-Monarch Company, 
Frary & Clark, Manning-Bowman Com- 
pany, Proctor and Schwartz 
Company, Robeson Rochester Corpora- 
tion, Swartzbaugh Manufacturing Com- 
pany, The Silex Company, McGraw 
Electric Company (Waters-Genter Div.) 
and Westinghouse Electric & Manufac- 
turing Company. 


submitting | 


Landers, | 
| Engineering Corp., 
Electric | 


Even the hot dog vendor at 


Philadeiphia’s Electric Show 
went electric. He is shown 
serving a hot one from a 


Proctor roaster. 


CARRIER DISSOLVES THREE 
SUBSIDIARIES 


NEWARK, N. J.—The Carrier Cor- 
poration, pioneer manufacturers of air- 
conditioning equipment, “in order to ef- 
fect a simple corporate structure and ac- 
complish administrative savings,” has 
announced the discontinuance of three 
former subsidiary companies — Carrier 
Carrier-Brunswick 
Intern&tional, Inc., and Carrier Engineer- 
ing Corp. of California. 

All business, the announcement said, 
formerly done under the name of the 
above subsidiaries will now be done di- 
rectly by the Carrier Corporation which 
now becomes an operating company. 


- 


Here are all the brains of the Silex company gathered together during their annual sales con- 


vention in Hartford. 


1936 


Wolcott’s estate. 


They were snapped along side the swimming pool of President Frank E. 
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Memphis Gets $3,000,000 


PWA Grant for 


Distribution System | 


To Use TVA Power 


WASHINGTON—Approval of a $3,- 

2,00 grant to the city of Memphis for 
construction of a municipal electric power 
distribution system was announced re- 
cently by Harold L. Ickes, Public Works 
Administrator. 

The system, which is expected to serve 
the light and power needs of 30,000 
Memphis homes, business, and industrial 
establishments, will cost $6,872,000, ac- 
cording to engineers’ estimates. 

Anxious that construction might start 
at once, Memphis city officials have bor- 


rowed $300,000 from private bankers to | 


begin work. 
The distribution system will not gen- 
erate its own power. City officials have | 


informed the Public Works Administra- | 


tion that they plan to buy their power 
wholesale from the Tennessee Valley 
Authority, which now is building two 
separate power supply lines to Memphis. 
The city officials say that they will seek 
standby power agreements from private 
power companies. serving adjoining 
States. 

Two year jobs for an average of 1,900 
workers will be furnished by the con- 
struction, and thousands of Memphians 
will benefit directly from the expenditure 
of workers’ wages: 

The new system has the wholehearted 
indorsement of Memphis citizens, who 
voted 94 per cent favorable in a recent 
municipal bond issue election referendum, 
after they were shown by city officials 
that the project will pay its own way. 

The system will consist of high voltage 
distribution feeders emanating from re- 
ceiving substations located near the west 
city limits. Interconnected medium volt- 
age distribution substations will be lo- 
cated in load centers of the various sec- 
tions of the city. 

An underground system will serve the 
downtown section, and will be extended 
as far into the residential 


The estimated cost for the actual dis- 
tribution system is $5,250,000, and the 
street lighting system will cost about 
$350,000. A contingencies item of $560,- 
000 has been added in by the engineers to 
make a total construction cost of 
$6,160,000. 


The cost of engineering services for | 


the project is expected to amount to 
about $300,000, and the legal and admin- 
istrative costs total about $185,000. 
Memphis city officials have studied 
carefully costs of operating and maintain- 
ing the distribution system, which will 
belong to Memphis citizens, and have 


even figured in the payment by the sys- | 


tem of taxes to the city. 

Estimated annual costs of the plant 
include $400,000 for purchase of electri- 
cal energy nad $400,000 for operation and 
maintenance. The tax item will amount 
to about $200,000, and a substantial sum 
has also been set aside for payment of 
principal and interest on 


| were aboard. 
| almost 4,000 miles with stops at 55 cities 


section as | 
Memphis engineers believe is economical. | 


the money, | 
which the city is borrowing to supple- | 


Here’s the snappy trailer being used by Kelley-How-Thomson 


as a travelling stoker display. 
of upper Michigan and 


it is about to leave for a tour 
northern Wisconsin. 


The stoker is a 


Whiting. 


-KELLEY-HOW-THOMSON ORDER 
7 CARLOADS OF COAL STOKERS 


Traveling Display 


Helps Them Sell | 


Climaxing a series of unusually heavy 
orders, Kelley-How-Thomson Co., North- 
western distributor for Whiting Stokers, 
has just placed an order for 370 units, 
amounting to seven carloads. “As far 
as we know,” said Mr. Charles Crowell, 
sales manager of the Underfeed Stoker 
Division of the Whiting Corporation, 
“this is the largest single stoker order 
ever placed for immediate shipment, and 
a fine tribute to the spectacular merchan- 
dising methods of the Kelley-How-Thom- 
son Company.” 

For several years this large Duluth 


jobber sent its own “Train of Progress” 
exhibiting its major lines throughout the 
Northwest. Some twenty representatives 
of the Kelley-How-Thomson Company 
and 45 manufacturer’s representatives 
The 1935 train covered 


and consisted of locomotive, dynamo car, 
dormitory car, day coach, observation 
car, diner, three Pullmans and seven 
baggage cars full of exhibits. 


Kelvinator Washers 
Due in January 


DETROIT, MICH.—Distribution of 
the new Kelvinator washing machines 
and ironers will be started the first of 
the new year, according to announcement 
made in Detroit by V. J. McIntyre, sales 
manager of Kelvinator’s Laundry Equip- 
ment Division. Plans are now complete 
for distribution, Mr. McIntyre stated, 
and an aggressive campaign on a national 
scale will be placed behind these new 


| products which Kelvinator has added to 


its line. 
Mr. McIntyre stated that several new 
and exclusive developments in the design 


| of washing machines would be incor- 


porated in the Kelvinator washers. 
These have been developed by Kelvi- 
nator engineers under the direction of 
C. C. Thomas, director of engineering 


ment the Public Works Administration’s | design at the Kelvinator factory, and will 


grant for building the system. 


be exclusive Kelvinator features. 


One of the latest of Kelley-How-Thom- 
son’s unusual sales promotion methods 
is illustrated in the accompanying photo- 
graph of that Company’s traveling Stoker 
Display taken just as the car and trailer 
were about to leave for a tour of upper 
Michigan and Northern Wisconsin. Read- 
ing from left to right, the men on the 
sidewalk are H. N. Nelson, prominently 
identified with stoker selling in this part 
of the country. for a number of years and 
now connected with the Kelley-How- 
Thomson Company; J. F. Spitzka, Whit- 
ing zone manager; John P. Nelson, man- 
ager of tthe Kelley-How-Thomson 
Plumbing and Heating Department; and 
I. Wold, sales manager of the Kelley- 
How-Thomson Company. 


MILWAUKEE BATTLES 
INDUSTRIAL SELLING 


Letter Sent Trade 


MILWAUKEE—Two hundred lead- 
ing Milwaukee employers are receiving 
this month a series of personal letters 
from the Wisconsin Radio, Refrigeration 
and Appliance Association, asking their 
help in checking the growing evil of 
wholesale purchasing. Following is a 
sample letter: 

“A few days ago we sent you Page 2 
of a rather alarming letter. 
We did that purposely to impress you 
with the seriousness of a situation that 
is slowing but surely “squeezing out” 
thousands of merchants throughout the 
land. 
And right here in the Milwaukee area 
an increasing number of merchants are 
feeling the pinch of competition result- 
ing from the fact that thousands of em- 
ployees of great industrial plants are 
“buying at wholesale” through their 
employer’s purchasing department. 
This organization appreciates the altru- 
istic motive that prompts and permits 
such practices. 
Yet, viewed in a broad, constructive, 
civic light, that same altruism, which 
sooner or later results in clasing up 
these various merchants who cannot 
possibly compete on that basis, reverts 
back to unemployment, bankruptcy and 
the other attendant evils which add to 
your tax and relief problems. 

Surely—that condition merits your at- 

tention and a closer study of the 

economic reactions of such a policy. 

Won't you kindly give this some 

thought ?” 


Robinson Music Company of Steubenville, O., took an order for 
15 Royal vacuum cleaners for the Fort Steuben Hotel. Naturally 


they had to pose for their picture. 


Hamburg Bros. in Pittsburgh 


are the local distributors. 


Porcelain Enamel Building 
to Be Made Permanent Office 


CHICAGO — The Porcelain Enamel 
building, which has been one of the ma- 
jor attractions at the Great Lakes expo- 
sition in Cleveland this summer, is to 
become the office building of the Ferro 
Enamel Corporation in Cleveland. 

Piece by piece, the building will be 
dismantled and re-erected in front of the 


Appliance salesmen don’t have such bad breaks! 


Here are seventeen of them from all over 


the country who have just been awarded Chevrolet cars for making outstanding records sell- 


ing Crosley refrigerators during July and August. 


and the buggies can be glimpsed in the background. 
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Crosley officials are present in the picture 


NOVEMBER, 


enameling company’s plant. This will 
mean the removal of approximately 1,200 
porcelain enamel panels from the build- 
ing’s exterior, identifying each piece and 
re-erecting the structure so as to convert 
it from an exhibition buildi into a 
modern office building. This will neces- 
sitate insulation, replacement of several 
porcelain enamel panels with windows 
and the installation of a heating plant 
and interior partitions. 


Speed Queen Employes Get 
Wage Raise 


More than 300 employes of the Barlow 
& Seelig Manufacturing Co., Ripon, Wis., 
washing machine manufacturers were 
given a 5 per cent wage increase effective 
Oct. 1. Increased volume in washing 
machine sales made the raise possible, 
R. C. Stuart, president, said. The sales 
volume of the company is 40 per cent 
above sales for the same period last year. 


Gibson Sells 1800 to Army 


Gibson Electric Refrigerator Corpora- 
tion, Greenville, Michigan, has just re- 
ceived an order from the Quartermaster’s 
Department of the Federal Government 
for 1,800 refrigerators. Most of these 
refrigerators will be used on army posts. 
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LIGHTING TO THE FORE 
AT RMEA CONVENTION 


25,000 |. E. S. Lamps to be Sold 
By Member Companies Before Xmas 


SANTA FE, N. M.—1.E.S. lamps held 
the center of the stage at the fourth an- 
nual conclave of the Rocky Mountain 
Electrical Association held at Santa Fe, 
New Mexico, Sept. 21-23. Twenty-five 
thousand of them are to be sold by mem- 
ber companies before Christmas. Lamps 
were given away to visiting ladies. 
Twelve-ft. replicas of current models, 
utilizing 1,000-watt lamps decorated the 
lobby of the La Fonda Hotel, conven- 
tion headquarters. A feature talk of the 
program was that of J. L. Stair, chief en- 
gineer of Curtis Lighting, Inc., who pre- 
senter an illustrated lecture on lighting 
progress, with a glimpse of future develop- 
ments. 

Lighting, however, was not the only 
load building activity to receive attention. 
K. M. Robinson, president of the Idaho 
Power Company, reported on the water 
heating campaign which, it is expected, 
will create 2,000 new water heating cus- 
tomers on the company’s lines this year 
as an off-peak load. The national com- 
mercial program featuring kitchen mod- 
ernization, lighting and table cookery 
was presented by C. E. Greenwood, com- 


Frankelite Opens Crosley 
Branch in Akron 


CLEVELAND, O.—The Frankelite 
Co., Crosley distributor for the past six 
years in Cleveland, has opened a branch 
in Akron for the distribution of Crosley 
products, E. J. Rueth, Frankelite sales 
manager, announces. The Akron office 
will be in charge of Carl Kromer who 
has sold Crosley products in Akron. 


mercial director of the Edison Electric 
Institute. G. B. Buck, general commer- 
cial manager of the Public Service Com- 
pany of Colorado, George Gadsby, presi- 
dent of the Utah Power & Light Com- 
pany, and C. A. Davis, attorney for the 
Western Public Service Company of 
Scottboro, Nebraska, were among the 
other speakers. 

Formal presentation of the award of 
the American Trade Association was 
made to the president of the Association, 
K. W. Kissick, by Clyde Tingley, gov- 
ernor of New Mexico. The Award of 
Merit, which is presented annually by the 
Association, this year went to G. B. 
Buck, junior president of the RMEA. 
President elected for the coming year is 
Guy Faller, vice president of the Public 
Service Co. of Colo. 


KELVINATOR SHIPMENTS 
CONTINUE TO INCREASE 


Total shipments of Kelvinator refrig- 
eration products for the fiscal year ending 
September 30 were 316,629 units as com- 
pared with 240,340 units for the corres- 
ponding period last year, or an increase 
of 31.7%, was announced today by H. 
W. Burritt, vice-president in charge of 
sales. 

Kelvinator Oil Burner Unit Shipments 
for the fiscal year ending September 30, 
show an increase of 202% over ship- 
ments for last year, was announced today 
by E. V. Walsh, manager of the auto- 
matic heating division of Kelvinator. 


Godfrey Strelinger, assistant to 
vice president H. W. Burritt of 
Kelvinator, looks a little uneasy 
as he is shown how to take an 
observation with the sextant on 
the Franconia. Third officer 
Donald McLean is the teacher. 


New Cutler-Hammer Plant at 
San Francisco 


MILWAUKEE — Cutler - Hammer, 
Inc., pioneer manufacturers of electric 
control apparatus, Milwaukee, Wis., 
announce the extension of their manu- 


facturing facilities to the West Coast. A 
new plant, at 970 Folsom Street, San 
Francisco, Cal., began operation this 
month. 


G-E APPLIANCE 
SALES PROMOTION 
DECENTRALIZED 


J. W. Mclver Joins Maxon, Inc. 


BRIDGEPORT—The decentralization 
fal Electric’s appliance sales pro- 
motion activities, in accordance with a 
policy recently adopted, has been an- 
nounced by the company’s Appliance and 
Merchandise Department, Bridgeport, 
Conn. J. W. McIver, for several years 
manager of appliance promotion, has re- 
signed to join Maxon, Inc., advertising 
agency, and the duties formerly assigned 
to Mr. McIver have been apportioned 
among the appliance divisions of the 
Bridgeport organization. Promotional 
functions are now in charge of W. D. 
Yates for composite promotion and ex- 
hibits; G. H. Libbey, for G-E Hotpoint 
heating devices and sunlamps; C. T. 
Wandres, for radio; J. K. Kay, for home 
laundry equipment; W. E. Sawyer, for 
electric cleaners; E. A. Maculay, for 
fans; and D. E. Hollister, for clocks. 

With the consolidation of the advertis- 
ing sections of the Appliance and Mer- 
chandise department of the General Elec- 
tric Companv located at Bridgeport and 
Cleveland, Vice Presidents C. E. Wilson 
and E. O. Shreve have announced that 
Chester H. Lang, manager of the pub- 
licity department, would be in charge of 
his division, as well as of apparatus and 
general advertising. 

Mr. Lang has been manager of the G.E. 
publicity department since January, 1932, 
prior to which he was comptroller of the 
budget. He is a native of Erie, Pa. a 
graduate of University of Michigan, and 
has been associated with General Electric 
since leaving the army in 1919, He is 
also manager of broadcasting for the 
General Electric Company and chairman 
of the board of the Advertising Federa- 
tion of America, having recently finished 
two years as president of the federation. 


HERE ARE THE MEN WHO SELL FRIGIDAIRE ON THE WEST COAST 


Left: The executive staff of the 
Oakland district. Front row, 
left to right, G. W. Harris, W. H. 
Judd and W. J. Armstrong, dis- 
trict representatives; back row, 
Lee A. Clark, household adver- 
tising manager, Dayton; R. E. 
Robertson, Oakland district 
manager; C. W. Weltzin, R. D. 
Thomson and H. G. Shy. 


Lower left: Seattle district rep- 
resentatives for Frigidaire. Left 
to right, William Switzer, man- 
ager, marketing and organiza- 
tion department, Frigidaire Cor- 
poration, Dayton; W. H. Bald- 
win, T. R. Pape, J. W. Condon, 
sales manager, and R. V. Wag- 
goner, all of Sunset Electric 
company, Seattle, Wash. 


Below center: Salt Lake 


region were well represented at the Frigidaire West Coast 
conference at Oakland, Calif. 
DeVine, sales manager, W. H. Bintz company, Carl A. 
Copp, vice president Frigidaire Corporation; Charles C. 
Bintz, Sidney Roberts, J. E. Lauffenburger, Robert Olin 


Right: The Portland, Oregon, 
distributor and his executive 
staff. Left to right, R. R. Mc- 
Intyre, district representative, 
C. H. Webber, retail commercial 
manager; A. L. Shellworth, 
general manager; W. F. Arm- 
strong, vice president, Frigid- 
aire Corporation, Dayton; and 
R. A. Westerling, 


Lower right: Carl A. Copp, vice 
president, Frigidaire Corpora- 
tion, greets the executive staff 
of the Pacific region. Left to 
right: Roger G. Hutchison, Pa- 
cific regional manager; George 
W. Shane, regional commercial 
sales manager; E. L. Williams, 
household sales manager; Mr. 
Copp; and C. F. Mitchell. 


City and the inter-mountain 


Left to right: Paul J. 


and W. B. Lloyd, all of the Bintz organization. 
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R. CC. Labisky has 
been made _ secretary- 
treasurer of the Bar- 
low & Seelig Mfg. Com- 
pany and president of 
American troning Ma- 
chine Co. 


Lighting, 


Inc., after 15 


years with G-E’s In- 


candescent Lamp Dept. 


= 


— 


John S. Duncombe is 
the new manager of 


advertising and pub- 
licity for the Merchan- 
dise Mart, Chicago. 


Birdseye Electric 


Effective October Ist, Frank Goodell, 
Chairman of the Board and head of the 
Marketing Division of Anderson, Davis 
& Platte, Inc., advertising agency, 
retire from that firm to become vice 
president in charge of sales of the Birds- 
eye Electric Co. This corporation, headed 
by Clarence Birdseye, of Frosted Foods 
fame, manufactures and sells his latest 
invention, Birdseye Reflector Lamps. The 
latter are said to offer substantial econo- 


| the 


Miss Margaret King 
has been appointed to 
the home _ economics 


staff of the Westing- 

house Company special- 

izing on electric 
ranges. 


Guy W. Faller, vice 
president of the P. S&S. 
Co. of Colorado is the 
new president-elect of 
the Rocky Mountain 
Electrical Association. 


New Pasiticus of the Mouth 


Nesco 


E. K. Lucas, for the past eight years 
associated with the sales and advertising 
activities of National Enameling & 
Stamping Company, Milwaukee, and for 
the past five years as advertising man- 
ager, has just tendered his resignation, 
effective November 30th. Advertising of 
Nesco Products under Mr. Lucas’ guid- 
ance has gained nationwide prominence 
and recognition, not only in the House- 
wares Industry, but in the Advertising 
Profession as well. Recently Nesco's 
campaign on the Electric Roastmaster 
was awarded prominent position among 
“Fifty Direct Mail Leaders of 1936” 
by the Direct Mail Advertisers Associa- 
tion. 

Mr. Lucas’ will associate himself as 
vice-president in charge of sales for a 


| nationally-known organization of Mil- 


waukee Commercial Photographers, Pohl- 
man Studios. 


Manz 


The Manz Corporation, large Chicago 
advertising printers, announce the ap- 
pointment of M. H. Caulfield as District 
Sales Representative for the Philadelphia 
territory. 


Anchor Lite Appliance 
Harry M..Sadler, who, for more than 


| twenty years has been affiliated in exe- 
| cutive positions with the furniture and 


will | 


mies in the incandescent lighting field. 


Continental Motors 


Continental Motors Corporation, De- 
troit, Michigan, announces the appoint- 
ment of Mr. John J. Kopple, 60 East 
42nd Street, New York City as Eastern 
District Sales Representative. Mr. Kop- 
ple will handle Tiny Tim Portable Bat- 
tery Charger and Lighting Plant, Perm- 
O-Flux Permanent Magnet Dynamic 
Speakers and Kleen-Aire Portable Air 
Conditioner. 
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appliance industry, was recently engaged 
as general manager by the Anchor Lite 
Appliance Company, Pittsburgh, whole- 
sale distributors of Crosley radios, re- 
frigerators and washers, and other home 
equipment in western Pennsylvania. 


Appliance Dist. Co. 


Mr. Nelson P. Wright, for 10 years 
merchandise manager and buyer of the 
Major Appliance Dept. for The May 
Co., Cleveland, has resigned from that 
position to become General Manager of 
the Appliance Distributing Co. of Colum- 
bus, succeeding A. Morgan. 

Mr. Morgan returns to The Tracy- 
Wells Co. in promotional work for the 
Parent Company and its subsidiary The 
Arnold Wholesale Corporation. 


B. C. Electric 


S. L. Nairn has recently been appointed 
manager of the North Vancouver store 
of the British Columbia Electric Railway 
Co. Mr. Nairn has now assumed his new 
duties and has opened a used appliance 
basement showroom in connection with 
the store. 


| eral Electric Co.—first at Nela 


Westinghouse 


At a meeting of the Board of Directors 
of the Westinghouse Electric and Manu- 
facturing Company, George H. Bucher 
was elected executive vice-president of 
the Company with headquarters at Pitts- 
burgh, Pennsylvania. Mr. Bucher is also 
president and general manager of the 
Westinghouse Electric International 
Company. 


Curtis Lighting 


W. L. Brandel has joined the national 
sales force of Curtis Lighting, Inc., Chi- 
cago, in charge of X-Ray Reflector and 
Floodlighting equipment sales, a_re- 
sponsibility for which he is well equipped 
because of his 15 years’ experience with 
the Incandescent Lamp Dept. of the Gen- 
Park, 
later in Chicago as Assistant General 
Manager of the Midland Division. 


Barlow & Seelig 


R. C. Labisky, who joined the Barlow 
& Seelig Mfg. Company as an account- 
ant in 1922, has recently been made sec- 
retary-treasurer of the company and 
president of the American Ironing Ma- 
chine Company. 

Mr. Labisky was a guiding spirit in 
the re-organization of Barlow & Seelig, 
manufacturers of Speed Queen washers 
and ironers, in 1927 and has handled the 
firm’s financial details and credit prob- 
lems under three administrations during 
his fifteen-year record of service. When 
the late Marshall R. Scott was elevated 
to the presidency of the company Mr. 
Labisky was a natural candidate for the 
secretary-treasurership—the position he 
—_ today under the presidency of R. C. 

tuart. 


Porcelain Enamel Institute 


At the recent meeting of the Porcelain 
Enamel Institute in Cleveland, the fol- 
lowing officers were unanimously re- 
elected for 1937: Rob’t G. Calton, vice- 
president, Tennessee Enamel Mfg. Com- 
pany, Nashville, Tenn., president; Emery 
L. Lasier, vice- -president, Titanium Alloy 
Mfg. Co., Niagara Falls, N. Y., vice- 
president; Frank E. Hodek, Jr... secre- 
tary-treasurer, General Porcelain En- 
ameling & Mfg. Co., Chicago, vice-presi- 
dent; William Hogenson, president. 
Chicago Vitreous Enamel Product Com- 
pany, Cicero, Ill., treasurer, and George 
P. MacKnight, Porcelain Enamel Insti- 
tute, Chicago, secretary. 


Westinghouse 


The appointment of Miss Margaret 
King to the Westinghouse Staff of home 
economics has been announced by Reese 


NOVEMBER, 


Harry S. Thomas has 
been appointed man- 


ager of the Morristown 

office of the Jersey 

Central Power & Light 
Company. 


George H. Bucher was 

elected executive vice 

president of the West- 

inghouse Company at a 

meeting of the board 
of directors. 


E. K. 
past eight years asso- 
ciated with advertising 
and sales for WNesco, 
has resigned to become 
vice president of Pohl- 


Lucas, for the 


man Studios, 
kee. 


Milwau- 


Mills, Manager of Range and Water 
Heater Sales, Westinghouse Electric and 
Manufacturing Company. In her new 
position on the Westinghouse staff, Miss 
King will direct the majority of her ef- 
forts and time toward the electric range 
and the various phases of electric cookery. 

Having been identified with home eco- 
nomic work for utilities, universities, and 
independent organizations, Miss King 
comes to the Westinghouse Company 
with a wealth of experience. Previous 
to her joining Westinghouse, she was 
affiliated with the Home Service Depart- 
ment of the Niagara, Lockport & On- 
tario Power Company of Angola, New 
York, and the morning Oregonian, Port- 
land, Oregon, as their home economist. 


Merchandise Mart 


After a decade with R. Cooper, Jr., as 
campaign manager, John S. Duncombe 
has taken the job as manager of adver- 
tising and publicity for the Merchandise 
Mart in Chicago. 


1936—ELECTRICAL MERCHANDISING 


~= 
force of” Curtis 
= 
| > >. 
| | _— 
| 
| 
| | 
| 


| WANT SOME OF THESE BULBS 
THAT BR/IGHTER LONGER! 


YES MA'AM! THESE 
EYESTRAIN DAYS 
EVERYBODY'S 
BUYING MAZDA 

LAMPS MADE BY GE 


Mc Si, 5 BIG REASONS WHY IT PAYS YOU 
TO SELL EDISON MAZDA LAMPS 

SS Ry; 3 . Here are just five outstanding reasons why it pays retailers 
to sell Edison Mazpa lamps: 


1. They are traffic leaders—They bring customers to 
your store who can be sold other merchandise. 


2. They area high quality product— Unlike inferior 
bulbs that grow dimmer and dimmer in use, Edison 


Mazpa lamps Stay Brighter Longer. 


a, 3. No investment and no depreciation — They are 
placed in your store on consignment. 


4. Backed by national advertising -—- More than 
400,000,000 magazine advertisements every year. 


EDISON MAZDA LAMPS Siemon on salen” 
GENERAL se) ELECTRIC NOW FOR 1937 


Now — this month — General Electric is announcing its 
ui 1937 Three-Point Selling Program for Mazpa lamps. Ask 


mm 
your jobber to give you the complete story. 


GENERAL ELECTRIC CO., NELA PARK, CLEVELAND, OHIO 
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Turn-0-Matic Toaster 
Gift feature non-automatic 
$2.95 


Automatic Toasters 


$5.95, $6.95, $10.95 & $14.50 


-Stand Speed Iron 
Atruly thoughtful Gift— $8.95 
Other Automatics, $6.95 and 
$7.95. Heatmeter Irons, $2.95 
and $3.95 


DeLuxeAutomatic Waffler 
Smartly tailored .. . 
Another automatic . . . 
and new Heat Indicatin 


Watiflers, $5.95 and 


ier housework and 
entertaining .Com- 
plete with Grille- 
in-Lid and Acces- 
sories, $25.00 


Write Your Distributor or 
PROCTOR & SCHWARTZ 
ELECTRIC COMPANY 
7th & Tabor 


Road «+ Philadelphia 


PAGE 52 


Proctor De Luxe Fully ret 
Automatic Toaster on 
the smartest of tray 
sets—all glass and 
chromium. (Toaster, 
$14.50. With Tray Set, 
$22.50. . 
Stand, $5.00 extra.) 


Styled por Service 


e QUALITY LEADERS 


. Chrome 


eVALUE LEADERS 
ePRICE LEADERS 


The line that has everything 
for gift business! 


Smart, distinctive, ingenious — 
every Proctor Appliance is a won- 
derful gift for someone—every one 
is a value leader in every price 
range! It's not too late to stock up. 
Ask for the details of Proctor’s Gift 
Appliances and Promotions! 


Wechallenge any manufacturer 


| disprove these statements : 
The Proctor Roast-or-Grille 
| 


@ Pre-heats to an actual oven tem- 
pe of 500° in at least 25% 
time than any other roaster of 
same capacity. 
@ In broiling, the confined heat sur- 
rounding the meat sears the bottom 
when the top is being cooked; retains 
the juices, makes meat tender. 
@ TheVitalulidand 
the super side in- 
sulation achieve 
more than 15% 
greater effi- 
ciency, retains 
the heat longer and 
saves more 
15% of current 
cost over any 
roaster of equal or 
greater capacity. 


NEWS FLASHES FROM 
THE WEST COAST 


Portland’s Fall Fashion event with its 
annual window contest brought out many 
effective electrical displays, by power 
company and dealers. Judging is by a 
committee from the Advertising Club. 
The public also is asked to fill out bal- 
lots, those whose decisions agree with 
that of the committee being given awards 
by the retail merchants’ organization 
which sponsors the event. 


* * * 


In line with its outstanding showing 
in the use of FHA to aid the selling 
of electrical appliances, it is perhaps ap- 
propriate that Los Angeles should report 
the first adoption of the EHFA pur 
plan on the Pacific Coast. The Bureau 
of Power and Light sponsors this offer 
on appliances of an approved type where 
the unpaid balance amounts to $40 or 
over. Dealers turn applications over to 
the Bureau for quick approval. 


* * * 


The celebration of the coming of 
Boulder Dam current to Los Angeles was 
inaugurated on the evening of October 9 
with an electrical parade. There followed 
a 9-day Electrical Age Exposition. 
Partly-paid tickets for this event, which 
admitted the holder to the exposition for 
twenty-five cents instead of the regular 
forty cents admission charge, were dis- 
tributed freely by electrical dealers. 


* * 


Better Light campaigns are on in all 
parts of the West. Among the power 
companies doing special advertising of 
I.E.S. lamps and bulbs are the Central 
Arizona Electric Light & Power Co., the 
Montana Power Co., San Joaquin Service 
and the Public Service Company of Colo- 
rado. The latter company is sending out 
a corps of men with blue arm bands, 
chosen from among the unemployed mar- 
ried men of the community, with cartons 
of lamps to take orders. Delivery is made 
later and the lamps are charged on the 
customer’s bill. 


* * 


Seventeen thousand housewives of the 
San Joaquin Valley, California, enjoy 
electric cooking on the lines of the San 
Joaquin Light & Power Corp., according 
to their recent advertising. 


* * * 


A two-page cooperative ad on Philcos 
in the Fresno Bee, announced that the 
dealers of Fresno, Calif., and vicinity 
were keeping open house to introduce 
1937 Philcos. A number of them kept 


open until 9 p. m. for the initial week. 


The Howell Electric Company of Reno 
has gone in for poetry and home made 
cartoons in advertising G.E. metal tube 
radios. 


* * 


Robinson’s of Los Angeles, in announc- 
ing their annual radio exhibition, featured 
a tiny radio station. Only 64 inches long, 
with a total power of 4-100’s of a watt, 
this station nevertheless broadcasts in ex- 
actly the same way as does a 100,000 watt 
station. Parents were invited to bring 
their children to talk over it. 


* * * 


New escalators recently installed in the 
Emporium of San Francisco led direct 
to the Electrical Show which was the 
event of the first week of their introduc- 
tion. Small appliances and large were 
on demonstration for the occasion. 


* * 


Breuner’s, home furnishing store of 
Sacramento, Calif., has found that occa- 
sional evening openings, with specials for 
the two hours from 7 to 9 p.m. only, will 
bring out buyers rather than shoppers. 
Friend husband comes along with his 
check book in his pocket. The store’s 
80th anniversary was recently celebrated 
by such a household appliance sale held 
on a Friday night. 


* * * 


Harvest Sales brought out a 14-page 
special advertising section from Meier & 
Frank of Portland, Ore. About one 
fourth of this space was devoted to elec- 
tricals and radio. 


* * 


Another tempo event for Barker Bros., 
Los Angeles, in September, included a 
Housewares Fair, with some 35 demon- 
strations and a Home Canning institute 
for housewives. 


* * * 


Barrows of Phoenix, Ariz., recently 
ran an “End of the Season” sale on 
electrical appliances and radio as a mid- 
August event. 


* * * 


The Redewill Electric Company of 
Phoenix, Ariz., announces a new location 
at Adams St. and Second Ave. 


* * * 


Range wiring at $1 down and $1 per 
month charged on the electric bill is the 
new order of affairs in Portland, Ore., 
es the close of the free wiring 
offer. 


all 


And here are the men responsible for the sale of Telechron clocks al! 


over the country. 


They are gathered at Ashiand, Mass., to discuss the 


company’s extensive advertising and promotion plans for the coming 


year. 


NOVEMBER, 


H. E. Warren, president, is fourth from the left in the front row. 
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Anchors Aweigh: M. S. Bandoli, 
Kelvinator’s domestic’ sales 
manager, gives the signal for 
the start of the Kelvinator 
Havana cruise from the bridge 
of the Franconia. 


A Washday School, with gift booklets 
on laundry advice and samples of a gela- 
tin dessert given away, was a_ recent 
popular event staged by Weinstock- 
Lubin & Company of Sacramento, Calif. 


* * * 


Barker Bros. of Los Angeles attracted 
interest to its showing of 1937 radios by 
a five-day radio premiere and broadcast- 
ing show held in the auditorium, onen to 
the public on tickets obtainable in the 
radio department. 

* * * 


A recent telephone campaign on elec- 
tric ranges has brought excellent results 
to the Granite Mart, Salt Lake City — 
Ralph S. Beaver, manager. 

* x 


As a special encouragement to dealers’ 
salesmen, the San Francisco unit of the 
Electrical Appliance Society of Northern 
California offered one chance on a cash 
drawing for every sale made during the 
refrigeration campaign which was a late 
summer event. Distribution of the $275 
in cash prizes was made at an industry 
breakfast, Nichols of the Emporium win 
ning big money. 

* * * 


The 60,000-lamp bulb campaign, which 
was the September goal of the Utah 
Power and Light Company was _in- 
augurated with a 2-day educational school 
on Better-Light — Better Sight prin- 
¢ les. Dealers and home service girls 

the power company joined in a pro- 
th. which covered the importance of 
protecting sight, decoration, home ar- 
rangement, and sales approach. 


* * * 


The first fair held at Missoula since 
1930 saw many attractive appliance dis- 
plays sponsored by local dealers. The 
Montana Power Company booths were 
particularly popular, featuring better 
light and home canning and electric re- 
frigeration. Missoula was again first 
among the power company’s divisions in 
the summer electric roaster campaign and 
in the Lift-top refrigerator event, which, 
incidentally netted the company 230 sales 
in a six-weeks drive. 


* * . 


Up to within a few days of the close of 
a 3-month early summer campaign on 
water heaters, staged by the Southern 
Colorado Power Company of Pueblo, 
Colo., 106 water heaters had been sold. 
The company specializes in an off-peak 
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PRODUCT OF 
GENERAL MOTORS 


1936 


The makers of Dexter washers have 
had more than thirty-eight years of 
experience in designing and build- 
ing equipment for home laundry 
work. It is therefore significant that 
they have adopted Sunlight motors 
—to power simultaneously the two 
tubs and the wringer of the Dexter 
Double Tub Washer. . . . Sunlight 
Electrical Company, Warren, Ohio. 
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A picture isn’t a masterpiece 
just because it is hung in the 
Louvre. The same picture isn’t 
a worthless daub because it 
lies unseen in a dusty garret. 
Actually, the picture’s merit 
has nothing to do with its sur- 
roundings, but—you know how 
people are. 

An advertisement may not 
actually be made worthier by 
appearing in TIME, but it is 
made worthier in the estima- 
tion of TIME readers. Busy with 
their individual tasks, these 
modern men and women must 
look to trustworthy sources for 
information. Everywhere—in 
your community — growing 
numbers rely on TIME. 

They have found that TIME 
editors do not trifle with their 
attention. They approach TIME 
with a confidence which is 
shared by the advertising pages. 
Your Best Customers are not 
only pretty certain to see your 
products advertised in TIME, 
but pretty likely to respect, heed 
and buy—and that means buy 
from you. 


TIME 


The Weekly Newsmagazine 


NOVEMBER, 


water heating rate and features a 50-gal. 
tank water heater. Terms were $5 down, 


with six months to pay. Bill stuffers 
and newspaper advertising carried pub- 
licity to the company’s customers. 


* 


A sixty day refrigeration campaign, 
recently closed, netted 143.8 per cent of 
quota. 210 General Electric refrigera- 
tors were sold by Southern Colorado 
Power Company salesmen. 

* * 

An employee lamp campaign is now 
under way in Pueblo, with prizes for 
customers and prizes for employees who 
make the best showing. 


* * 


The Southern Colorado Power Com- 
pany’s float won first prize in Pueblo’s 
aan Legion parade held on August 
21. 


- * 


An Election Campaign, with a plat- 
form recommending the ownership of an 
electric range and water heater, and with 
votes represented by sales, was recently 
fought to a finish by the salesmen of the 
Southern Colorado Power Company. 
Winning man was elected Mayor, while 
runners-up received such offices as sena- 
tors, judges and lesser officials, with re- 
| wards in proportion. 

* 

Gottschalk’s of Fresno, Calif., has a 
new manager of their Housewares De- 
partment in the person of Henry Sig- 
vartsen, formerly assistant to Mr. Levy at 
Lods Wortman & King, Portland, Ore. 

* 


In a newly constructed nine-unit apart- 
ment house in Los Angeles tenants were 
given their choice of fuel for cooking. 
Of the first eight apartments occupied all 
but one chose an electric range. 


* * 


The Utah Power and Light Company 
| has recently drawn up a list of the 5,000 
| most progressive farms in its territory. 
| These are to be treated to a course of 
literature on farm electrification and are 
also to be visited by company salesmen 
whose special duty it will be to bring th 
farmer in contact with dealers handling 
farm electrical equipment. On the list of 
appliances to be featured are water heat- 
ers and sterilizers, milk cooling equip- 
ment, churns, fruit dryers, water trough 
warmers, incubators, poultry water warm- 
ers, coop alarm system, scalders, feed 
choppers and grinders, insect catchers, 
running water systems, yard lights, farm 
refrigerators, soil heating equipment, 
milking machines, separators, bottle 
washers, fruit coolers, pig brooders, chick 
brooders, coop lighting, mash warmers 
egg cleaners, lay hoists, irrigation pumps, 
lighting and wiring equipment, motors 
and shop tools. 

Cooperative displays with dealers are 
being made at rural fairs and farmers’ 
gatherings. 


* 


The Good Housekeeping Shop of Van- 
couver, Wash., Don Rogers, manager, is 
going into a new building this fall. The 
new store will include a Westinghouse 
model kitchen and plans to furnish kitchen 
planning aid. 

* * 


The Northwestern Electric of Port- 
land, Ore., which has been running a 
series of cooking schools for dealers in 
the outlying districts of its territory, 
reports that attendance was considerably 
ahead of last year and that a goodly num- 
ber of sales have been reported. 

* * 


For some time the Northwestern Elec- 
tric Company of Portland, Oregon, 
through Wm. R. Edlund, of the Business 
Development Department, has been 
assisting dealers to obtain experienced 
salesmen when they were in need of 
additional help. There have been many 
expansions in sales staffs with the better 
business of this present season. 

* * 


Among the electrical hobbies of Holly- 
wood's famous stars is the interest in 
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toy electric railways which is reported 
to have transformed the basement of Joan 
Blondell’s home into a small boy’s Christ- 
mas dream. Dick Powell has a trick bed 
with a radio concealed in the head 
which can be turned on from the pillow. 
Telephone and call button panel are also 
hidden in panels which look like part 
of this remarkable piece of furniture. 


* * 


The Palace Candy Company of Helper, 
Utah, ,with D. J. Poppacostas as pro- 
prietor, took on a line of electrical ap- 
pliances not long ago and recently made 
a record of selling twenty refrigerators 
in one month. Mr. Poppacostas reports 
that both lines of business seem to have 
been helped by the somewhat unusual 
combination. The booth of the Utah 
Power and Light Company received a 
silver loving cup as the most novel ex- 
hibit at the State Fair held at Salt Lake 
City this year. 

The Paris, Salt Lake City department 
store, recently staged a laundry event 
with a gift and a booklet on home laun- 
dry problems for every woman who 
attended. 


Richard L. Hirsch has 
been with Wieboldt’s in 
Chicago for eight years. 
But 1936 has been a big 
year: he has stepped into 
the chair as buyer of 
radio and appliances and 
taken unto himself a wife. 


Outstanding feature of the Phoenix 
“Home of Comfort,” on public display 
early in October, was the very complete 
air conditioning installation. This is so 
designed that it can be operated to cool 
the house as a whole, or as a split sys- 
tem, cooling bedrooms at night, living 
rooms in the daytime. 

* 


The Washington Water Power Com- 
pany of Spokane is adding a three-story 
annex to its general office building, which 
will permit of the expansion of its pres- 
ent store and exhibit rooms for electri- 
cal equipment, as well as relieve conges- 
tion in office space. This company has 
recently announced a 30-day free trial on 
water heaters. 4 

Ben Cohn & Bro. of Spokane, Wash., 
whose business was recently enlarged 
by the addition of an electrical depart- 
ment, announced an X-change Sale early 
in October, special trade-in allowances 
being made on old equipment as down 
payment on the purchase of new. 

* * 


Publicity for the Fresno, Calif., Dis- 
trict Fair this year was broadcast over 
short wave lanes by the amateurs of the 
San Joaquin Valley Radio Club. Dur- 
ing the week of the event, friendly mes- 
sages were accepted at the club’s booth 
for transmittal free of charge to all 
parts of the country. 

* * 


That 6,200 women in the Portland, 
Ore., area purchased electric ranges dur- 
ing the past eighteen months was an- 
nounced by Pepco, in connection with 
its offer of a $155.25 model Westing- 
house range for $119.95. Wiring, no 
longer on the free list, is offered at $1 
down and $1 a month. 
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The dry and blistering desert air, and the grinding sand-blast 
storms, are staunchly endured by the tough, protecting coat of 
The Cactus. ... Likewise, the hungry, gnawing oxygen has 
little effect on heating-elements made of Chromel. This alloy 
of nickel-chromium forms its own protective skin which the 
air can scarcely penetrate—and thus comes Chromel’s noted 
durability. Thus your own good reputation as a dealer is 
protected when you sell heating devices that are Chromel 
equipped. The device maker’s confidence in Chromel, to which 
he entrusts his trade-name, invites your confidence in products 
that are Chromel equipped. . . . Your service department 
will find lots of handy information in Catalog-KM. . . . Send 
for a copy. . . . Hoskins Manufacturing Co., Detroit, Mich. 
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Appearance? Performance? Size? Price? All of these influence 
the sale. The designs of the “6” series of Fairbanks-Morse washers 
were created by craftsmen and have been praised by thousands 
of housewives. The great engineering facilities and experience of 
Fairbanks-Morse have built superior performance into each model. 
Size and price are such that they represent genuine value to the 
user and actual sales and profit opportunity to the dealer. 


And in addition Fairbanks-Morse gives you what is recognized as 
the most effective sales clincher in any type of selling . . . a name 
universally known, respected, and trusted. Not once in all of 
the 106 years of Fairbanks-Morse history has this company failed 
in its obligation to dealers or consumers. 


And that’s not all. Fairbanks-Morse washers and ironers have 
features that enable you to do a real selling job—to come out on 
top in any competitive demonstration. Check these features 
against the field. Then write for complete information about 
the F-M franchise. Address Fairbanks, Morse & Co., Home Appli- 
ance Division, 2060 Northwestern Ave., Indianapolis, Indiana. 


New “Big Six” Multi- 
vane Hydrotor wash- 
ing action 


@ Illuminated tub 

@ Mark-time switch 

@ New multizone wash- 
ing 

Quieter operation 


Lifetime sealed-in 
lubrication for motor 
and mechanism 


@ Streamline design 


@ Five electric and 
two gas-engine 


models; three ironers 


@ Massive super-safe 
wringer with 
hand reset lever. 


one 


@ Visible value differ- 
ences between models 
to justify each step up- 
ward in price 


PAGE 56 


Actively inter- 
ested in the Chi- 
cago building 
movement is R. 
Cooper, Jr. 


Chicago is look- 
ing over its first 
all-electric home 
in Grant Park 
these days. It is 
equipped by R. 
Cooper, Jr. 


“NEW AMERICAN” HOME OPENS 
IN DOWNTOWN CHICAGO 


CHICAGO —To show, physical 
terms, what has happened to the modern 
American home during the six years in 
which building was almost at a standstill, 
was revealed in September by the open- 
ing of a new American Home in Grant 
Park, Chicago. 

Gael Sullivan, associate director of the 
Federal Housing Administration, and A. 
L. Fridstein, general manager of the 
New American Home Committee, both 
stressed in their speeches on opening day 
that the New American Home is an 
answer to the composite problems of 
home owners. 

Built of cement blocks, in a Colonial 
regency design, the home has six rooms 
and two baths. Walls of brown natural 
prest-wood, decorations in citrus-yellow 
and “slip-proof” marble stairs are among 
the new wrinkles being shown. The 
kitchen is all-electric. 


N. Y. Distributor 
for Proctor 


R. H. McMann, Inc., distributor of 
radios and electrical equipment, 12 War- 
ren Street, New York City has been ap- 
pointed by the Proctor & Schwartz Elec- 
tric Company 
their line of electric appliances in New 
York City and vicinity. 


Philadelphia to handle | 


That prominent Chicagoans are taking 
an interest in the New American Home 
is evidenced by the membership of his 
committee: Stuyvesant Peabody, chair- 
man, Robert D. Dunham, president, Chi- 
cago Park District; John R. O'Connor, 
district director, Federal Housing Ad- 
ministration; C. L. Rice, president, Chi- 
cago Association of Commerce; Walter 
L. Gregory, chairman of board, State 
Street Council; Russell C. Creviston; 
Fred J. Rathje; R. Cooper, Jr.; Patrick 
J. Sullivan; Edward Mehren, and J. 
Soule Waterfield. 


G-E Cuts Oil Furnace Price 


BLOOMFIELD, N. J.—The General 
Electric Company announces drastic price 
reductions in their oil furnace, effective 
October 15. Increased production has 
enabled General Electric to effect these 
savings, which it is passing along to the 
consumers in accordance with its estab- 
lished policy. 

The wide public acceptance of the oil 
furnace has been brought about largely 
by newspaper advertising, company offi- 
cials believe. Newspaper space will con- 
tinue to be a major part of the com- 
pany’s protnotional program. 


The Standard Electric Stove boys are doing a lot of fast travel- 
ing these days to keep up with business. On the left district 
manager Charies H. Swartz says so long to district manager 
William P. Swartz before hopping a plane for the coast. 


NOVEMBER, 1936—ELECTRICAL MERCHANDISING 


HIN OF 
— 
FEATURES 
4 
G 
a | 
| 2 | | 
‘ 


Our new Mickey Mouse ($1.75 list) and Silly Symphony ($1.35 list) Christmas Tree Bells make an instant hit with everybody 
- ++ young and old. NOMA has the exclusive license with the Walt Disney Enterprises for these fast selling novelties. Order 


from your jobber. 


Above: Fast sellers last year, these candle lights 
will go faster this year. Below: The Noma ad- 
justable Berry Bead (patented) holds each lamp 
securely on its branch . . . a big selling feature. 


The new Cheer-O-Lit Christmas Tree, above 
($1.75 list) . . . the popular Candle Lights... new 
tree bases .. . and many other novelties for in- 
door and outdoor decoration. 


NATIONALLY ADVERTISED TO TEN MILLION READERS 


Cash in on Christmas with a complete stock of Noma 
Christmas Lights. Everything indicates biggest demand 
in years. Noma’s national advertising appears in 
December GOOD HOUSEKEEPING, SATURDAY 
EVENING POST, COLLIER’S, LITERARY 
DIGEST, COUNTRY GENTLEMAN. 

In all advertisements we feature the smart, new 
Noma ideas illustrated. Noma novelties and Christmas 
Lights will have the call. People ask for these lights. 
They know they’re dependable, and Noma’s Patented 
Adjustable Red Berry Bead and Add-On-Connector are 
blessed helps to tree trimmers. 


DISPLAY NOMA NOVELTIES & CHRISTMAS LIGHTS ILLUMINATED 


and you’ll double your sales. 
Order Noma Christmas Lights 
from your jobber. Warehouse 


The new Noma 
wreath is the one 
everybody has been 
waiting for. It’s ideal 
for home decoration 
—and as a builder of 
goodwill for business 
places and public in- 
stitutions. 
$3.50 list. 


stocks conveniently located 
ct Chicago, New York, San 
Francisco, and at most whole- 
salers, insure quick delivery. 
Noma Electric Corporation, 
524-528 Broadway, New 
York, N. Y. 
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The attractive book-like boxes in which Noma 
Christmas Light sets are packed are shown above. 
70c to $1.85 list. 


The new Cheer-O-Lite wreath—two wreaths 
in one—with the same design on both sides. 
$2.00 list. 


PAGE 57 


um | EO WITH MAZDA LAHPS 
n- 
% 
= 


OFFERS 


3. 
4. 
5. 


6. 
7. 


8. 
9. 
10. 
11. 


MORE - 
SELLING POINT 
A 

CORD 


Ask your jobber, 
or write today to 


14307 THIRD AVENUE 
DETROIT, 


After all arguments are exhausted, 
sales prove this claim. 


1. 40% more ironing surface (full 
36 square inches) means faster 
ironing, less electric cost and no 
fatigue. 

2. The sloping toe permits perfect, 

easy ironing of small articles, 

around buttons and collars, un- 
der pleats, ruffles and other 

“hard-to-get-to" places. 


/ 


High speed heating unit stores and dissipates faster than hereto- 
fore possible. 


New type sole plate stabilizes the heat flow and assures uniform 
heat distribution. 


Equipped with adjustable thermostats, plainly marked with divi- 
sions for various types of work. 


Heat-resisting handle. 


Permanently attached, right hand mounted, cords protected from 
breakage by substantial outlet springs. 


Most eye appealing line of irons ever offered. 
Available in 4 and 6 pound standard weights. 
One year guarantee. 


Completes your electric iron line. 


INCORPORATED 


MICHIGAN 


FREE 


Christmas 
DISPLAY 


34” x 50”—4 Colors 


The picture tells the story. 


ble. 


here's what 
you've 


It's a real shopper stopper! 
And it's yours—Free! Hinged panels make length adjusta- 


Best effect achieved when roaster is equipped with 


our imitation |5-lb. turkey, as shown above, available from 
your jobber at $1.50. Use this colorful Everhot window 


display 


to bring gift-buyers into your store. Fill in and 


mail coupon now! 


The Swartzbaugh Mfg. Co. 


Toledo, Ohio 


Please send without charge your No. 400 Display. 


Street & City 
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Mail 
Today! 


WASHERS 


Here’s how the Cleveland Distributing Company are introducing 
1937 models of Easy washers and ironers and Sparton radios to 
dealers. The trend to demonstrations trucks and trailers grows 
every month. 


WOODROW WASHER 
BUILDS NEW PLANT 


OSKALOOSA, IA.—The Woodrow 
Washer Company, manufacturers of elec- 
tric and gas-motored washing machines, 
has announced construction of a build- 
ing providing 5,000 square feet of addi- 
tional floor space to take care of con- 
stantly increasing production, according 
to Carl Bergman, president of the 
company. 

The present building, erected 18 months 
ago has 13,500 square feet of floor space, 
but even the addition of a night shift 
has not been sufficient to take care of 
the needs of the company. August and 
September production were the highest 
in the history of the company and with 
the addition of new dealers and distribu- 
tors to the organization, the need for 
new space is imperative. 


Apex Expands Again 


The Apex Electrical Manufacturing 
Company has just acquired a large fac- 
tory building, together with an 18 acre 
tract of land in Sandusky, Ohio. This 
property will be used for future expan- 
sion of a operations. 

In addition to their principal plants in 
Cleveland, wherein they manufacture 
cleaners, washers, ironers and refrig- 
erators, A also manufactures their 
complete line of washers and — 
for West Coast distribution, in a 
modern plant located in Oakland, Cali. 
fornia. 


Superfex Distributor 


Roslyn Electric Company of Greenville, 
Miss., well-known electric appliance mer- 
chandisers, have been appointed distribu- 
tor of the Superfex Oil Burning Refrig- 
erator. 


Walter M. Barber, sales manager of the 
refrigeration division of the Perfection 
Stove Company, Cleveland, stated that 
the Roslyn company’s success as a dealer 
for the oil-burning refrigerator warrant- 
ed expansion of their activities, and con- 
sequently they were granted a franchise 
covering a group of counties. 

R. A. Montgomery is general manager 
of the company. 


Timken's September Sales at 
New High 


Runaway Timken sales have set the 
highest September mark in the history 
of the company including the records 
of the old Silent Automatic Company, 
according to T. A. Crawford, general 
sales manager of Timken Silent Auto- 
matic Division of the Timken-Detroit 
Axle Company. 

“If October sales continue at the pres- 
ent rate, this month will see the entire 
sales record broken,” said Mr. Crawford. 
The Detroit branch of the company 
equalled its 1935 total on September 5th. 


Stewart-Warner Shipments 
3 1935 Level 


Final figures for the period ending 
October Ist, just released by Stewart- 
Warner, show that radio shipments by 
that company are 207% above the figure 
for the same period last year. 


Walls & Bradshaw 


“Don” Seeman has been appointed 
manager of the newly installed electrical 
appliance department at Walls and Brad- 
shaw’s fast expanding hardware, and 
electrical store at Nanaimo, B. C. 

Mr. Seeman came to Nanaimo after 
a number of years at Vancouver. 


New England public utility commercial men and Kelvinator execu- 


tives meet in Portland, Maine. Rear: 


L. L. Langley and Campbell 


Wood, Kelvinator; R. E. Holden, Cumberland County Power, Port- 
land; Robert Braun, Portiand; F. H. Farnum, N. E. P. S., Augusta; 
Front: A. H. Alcott, Central Vermont P. S., Rutland; A. T. Little- 
field, Central Maine Power, Augusta; T. C. Harvey, P. S., of New 


Hampshire, Manchester. 
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ranch of the B. C. Electric Railway's 
retail stores. The department which he 
is now heading is fully equipped with a 
complete line of Westinghouse electrical 
ippliances and Frigidaire electrical re- 
irigerators. 


Gar Wood Sales Up 


DETROIT—Dollar volume of national 
sales of the air conditioning division, Gar 
Wood Industries, Inc., for the month of 
September of this year, was 56.8 per cent 
greater than for September 1935, accord- 
ing to Mr. Frank H. Dewey, manager 
of the air conditioning division. 


New Knoxville Distributor Named 
by Stromberg 


ROCHESTER, N. Y.—Eastern Ten- 
nessee is added to the list of territories 
covered by Stromberg-Carlson distribu- 
tors according to a statement just issued 
by sales officials of the local company. 
The Graybar Electric Company of Knox- 
ville, Tennessee, has just been appointed 
as distributor of Stromberg-Carlson 
radios and parts for the Eastern section 
of Tennessee. 


R. D. Quinn Leaves "1900" 


R. D. Quinn, former vice president 
director of sales for the 1900 Corpora- 
tion, washer and ironer manufacturers, 
has resigned to become vice president in 
charge of sales for Brown Dorrance, 
Pittsburgh distributing company. 


Horton Appoints 
Chicago Distributor 


FORT WAYNE —After nine years of 
selling direct the Horton Manufacturing 
Company has appointed the Metropolitan 
Electric Supply Co., 321 South Desplaines 
St. Chicago, to distribute orton 
washers and ironers. Joseph Groshans 
will continue to headquarter in Chicago 
as sales representative for the Horton 
Manufacturing Company but will cover 
a larger area. E. W. Getke, Metropolitan 
president, is a veteran washer man. 

New faces in the Horton lineup, other 
than Joseph C. Lewis, general manager 
and director of sales, Edward A. Jordon, 
Horton service department, and Frank 
M. Williams, sales promotion, already 
mentioned in Electrical Merchandising, 
are Oscar A. Acuff, formerly with the 
Illinois Power and Light Company, who 
acts as a sales representative out of Bos- 
ton. John M. Clifton will be in Minne- 
apolis and L. M. Judge in Memphis, S. B. 
Welch, formerly of Haog, will be located 
either in Washington or Baltimore. 


New Fairbanks-Morse 
Distributors Appointed 


INDIANAPOLIS, IND.—The Home 
Appliance Division of Fairbanks-Morse, 
Inc., have appointed the following new 
distributors, according to W. Paul Jones, 
general manager and Parker H. Erick- 
son, radio sales manager: 

Keith-Simmons Company, Inc., Nash- 
ville, Tenn., for radios; Northeastern 
Radio, Inc., Providence, R. I., for radios ; 
York Automotive Distributing Company, 
New York, for radios. Fairbanks-Morse 
refrigerators and home laundry equip- 
ment will continue to be distributed in 
New York by Bruno-New York, Inc. 
Another distributor appointed was the 
Grant-Dadey Company, for North Da- 
kota and northwestern Minnesota, who 
will distribute the entire line, according 
to Mortimer Frankel, assistant general 
manager of Fairbanks-Morse. 


Root 
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@ Beware of Corditis—the cause of 
nine out of ten appliance troubles. 
Cheap bootleg cords leave an awful 
hangover. Unsafe electrical cords are 
dangerous nuisances. 


Wherever Corditis-carrying cords 
are used, they are soon headaches to 
the users—painfully costly to dealers 
in service and adjustments. 


Belden Electrical Cords become 
an integral part of the electrical de- 
vice on which they are supplied. 
They are available on almost all types 
of appliances. They will keep cus- 

tomers contented because they 
prevent the dangerous nuisance 
—Corditis. Specify them on all 
the electrical appliances you sell. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago 


ELECTRICAL 


%* CORDITIS—a danger- 

ous disease of electrical 
cords; the symptoms are 
frayed wire and broken 
plugs. It causes severe men- 
tal irritation and violent 
nervous disorders among 
electrical appliance users. 


Identified by the Belden 
Unbreakable Soft Rubber 


Plug. 


Listed as standard 
by Underwriters’ 
boratories. 


Certified standard 
by Electrical Test- 
ing Laboratories, 


Appliance cord 


ousekeeping In- 
stitute. 


PAGE 59 


| 
| 
| 
listory 
ecords 
pany, ‘i ; 
wford. atv S | 
NEP \ 
\ 
| 
& 
| 
ts by t = 
vinted INN : 
Brad- \ | 
— | \ 
are learning the 
your story of Corditis fror 
in these mag- 
CORB 
| 93 6 


Review of New Products 


HOOVER Cleaner 


The Hoover Co., Canton, Ohio 
Model: No. 150 Ensemble Cleaner. 
Description: Magnesium, an airplane 
material, has been used for the 
first time in household product in 
constructing new model designed 
by Henry Dreyfuss; Bakelite hood 
and duralumin tools combine to 
make light weight swift cleaning 
device; plug-in tool connector at- 
tached like light socket facilitates 
use of attachments; specially de- 
signed kit with all tools in assigned 
places hangs on nearest doorknob; 
red dot appears next hood when 
bag is too full; powerful dirt finder 
bulb increases 30% ; 
touch of toe adjusts cleaner to any 
thickness of rug; spring cushion 
chassis takes it noiselessly over door 
sill and rug edge; automatic 3-posi- 
tion handle; retains Hoover 
2-speed motor, quick acting bag 
clamp levers, positive agitation, ad- 
justable agitator brushes, rubber 
handle grip; “teardrop” design with 
smooth moulded surfaces and 
sweeping curves; stratosphere grey 
and blue finish.—Electrical Mer- 
chandising, November, 1936. 


CROSLEY Deluxe Radio 


Crosley Radio Corp., Cincinnati, O. 


Device: WLW 37-tube Super-Power 
radio. 

Description: Equipped with 6 speak- 
ers—one 18 in. for bass frequencies ; 
two 12 in. for middle musical range ; 
three smaller high frequency dia- 
phragm type for treble range; 
weighs 475 lbs.; stands 4 ft. 10 in. 
high, 42 in. wide and 22 in. deep; 
equipped with 12 in. airplane-type 
dial with time-logging, Mystic Hand 
and other features; all tubes metal 
except one for tuning light and the 
Auto-Expressionator tube; covers 
from 540 kc to 18,300 ke divided 
into 3 bands; 4 chassis required for 
arrangement of equipment; other 
features are bass compensation, 6- 
step tone control, volume control for 
each different audio range and pub- 
lic address system with separate 
controls of its own cabinet com- 
bines Japanese tamo, black walnut, 
figures ash, and Macassar ebony. 
Price: $1500—Electrical Merchandis- 
ing, November, 1936. 
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NESCO Broiler Attachment 


National Enameling & Stamping Co., 


Milwaukee, Wis. 
Device: Nesco visible, 


including Roastmaster. 


Description: New principle of unre- 
stricted ventilation and abundance 
of radiant heat produces broiling 
results heretofore only possible with 
charcoal campfire, the manufacturer 
claims; removable heat reflector; 
4-position bake and broil rack; visi- 
ble operation; scientific distribution 
of heat; simple design; easy to use 

offered with special 


and clean ; 
recipes. 


Price: $3.50.—Electrical Merchandis- 


ing, November, 1936. 


SAMPSON Iron 


Samson-United Corp., Rochester, 


Device: Samson Visumatic Iron No. 


341 
Description: Equipped with heat in- 


dicator with tabric markings; 1000 


watts; thermostatically controlled; 


tear-proof heel; larger sole plate ; 
slide-outlet cord permanently con- 


nected. 


Price: $8.95 less $1 trade-in allow- 
ance for old iron.—Electrical Mer- 


chandising, November, 1936. 


FROSTEE Sno Ball 


Frostee Sno Ball Co., 1740 N. Kolmar 


Ave., Chicago, Ill. 
Device: 


light is on. 


Price: Box of 8, 75¢.—Electrical Mer- 


chandising, November, 1936. 


smokeless, 
spatterless, broiler attachment for 
use on all Nesco 11 qt. roasters 


Sparkling white Sno Ball 
which fits over Christmas lamps; 
held in place by hidden spring 
clasp; absorbs color of bulb when 


G-E Coffee Maker Ensemble 


General Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 


Device: Chevron coffee-maker set. 
Description: Set includes walnut finish 


folding tray-table, Dorchester 8-cup 
coffee maker, heat-treated Heisey 
glassware service of 4 coffee cups, 
saucers, 4 seven-inch service plates 
and a sugar and creamer, pressed- 
wood tray, walnut finish; Pyrex 
glass bowls in coffee maker, lower 
bowl equipped with black Textolite 
handle, china drainer assembly, 
molded-plastic coffee measure; 
chromeplate stove has glow-coil ele- 
ment; 6 ft. approved cord with 
on-and-off switch and molded-rub- 
ber attachment plug. 


Price: Set with tray. $19.95: folding 


tray-table, $4 extra.—Electrical 
Merchandising, November, 1936 


GREIST Lite-Master 


The Greist Mfg. Co., New Haven 


Conn. 


Device: Executive desk and library 


lamp. 


Description: Celestialite luminaire—a 


laminated glass diffuser—relieves 
yellow harsh light vibrations, permits 
use of 100 watt lamp, delivers from 
58 to 10 foot-candles of filtered light 
over 4 ft. radius without giare; 3 
lamins in luminaire are clear, opal 
and blue; 2 models—Deluxe model 
styled with more ornamentation; 
Statuary bronze and silver or gun- 
metal and silver finishes. 


Price: $13.50 and $16.50.—Electrical 


Merchandising, November, 1936. 
v 


Replacement Element 


Fleck Mfg. Co., Asbury Park, N. J. 
Device: 


Coiled replacement element 
for ranges, percolators, toasters, 
room heaters, and some types of 
irons and heating pads; available in 
specified wattages from 330 to 
1000. 


Price: From 12c. each for 330 watts 


to 40c. each for 1000 watts elements 
in Nichrome; and from 18c. to 
60c. each for Nichrome V.—Elec- 
Merchandising, November, 
936. 


NOVEMBER, 


EASY Washers 
Easy Washing Co., Syracuse 
N. Y. 


Model: 5-D deluxe damp dryer model 
added to new White line recently 
announced. Equipped with spiral- 
ator action and all other Easy 
safety efficiency features: 
stream-lined design in white ename! 
with chromium trim.—Electricai 
Merchandising, November, 1936. 


v 
SILEX Coffee Makers 


Silex Co., Hartford, Conn. 

Models: 8-cup decorated coffee maker 
and complete coffee service. 

Description: New Moldex shell scal- 
loped on edge covers upper half 
of lower bowl; new stove has Mol- 
dex handles; shells and stove 
handles available in black or red. 
Complete coffee service consisting 
of 8-cup coffee maker and a Moldex 
cream and sugar set with Snack 
Tray is also available in choice of 
red or black. 

Price: 8-cup coffee maker with elec- 
tric stove $5.95.—Electrical Mer- 
chandising, November, 1936. 


VIKING Foto-Clok 


Viking Products Corb., 330 W. 42nd 
St., New York, N. Y. 


Device: “Personalized gift clock”’— 
combination clock and photograph 
holder. 

Description: Space designed for photo- 
graph will take kodak sizes also; 
equipped with New Haven move- 
ments; available in several designs 
and finishes, including a desk set 
model. 

Price: From $2.95 to $9.95. Desk set 
$12.50.—Electrical Merchandising, 
November, 1936 
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NEW NESCO 
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Santa says— HERE'S A SIZZLING 
GOOD IDEA BY NESCO FOR 
RECORD BREAKING XMAS SALES” 


Quickly and securely attaches to any Nesco Roastmaster. 
No clamps or gadgets. Ventilated construction provides 
smoke-less and spatter-less operation. Rated at 1320 or 1500 
watts, providing crisp, brown steaks, either rare or well 
done. Special cord set not required. Scientifically de- 
signed chromium plated reflector evenly - 

distributes heat and is removable for clean- 
ing. Likewise, cool wire handle is detach- 
able. Hinged construction allows conven- 
ient turning of steaks and chops... Comes 
packed with four-position wire rack which 
may also be used for baking and roasting. 


NATIONAL ENAMELING AND STAMPING COMPANY, Inc. 


Electrical Division » 270E NORTH TWELFTH STREET » MILWAUKEE, WISCONSII 


There are three factors that contribute in 
producing the ideal steak. Here they are— 


1. VENTILATION 
(Allowing escape of steam). 
2. AMPLE RADIANT HEAT 
(Searing without baking). 


3. VISIBLE OPERATION 
(Removes guess work). 
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Review of New Products 


ELECTROMASTER Range 


Electromaster, Inc., 

1803 E. Atwater St., Detroit, Mich. 
Model: Electromaster-70. 

Burners: Enclosed type units—2-1200 
watts; 1-2000 watts; cooker unit has 
3-heats: 750, 150 and 100 watts. 
Mono-Unit oven. 

Sizes: Floor space 40x24 in.; 36 in. 
to cooking top. 

Features: Warming drawer; double- 
size utility drawer; Seth Thomas 
timer-clock to make range com- 
pletely automatic; 5 pt. whistling 
electric teakettle ; lamp assembly in- 
cluding shelf with 2 condiment jars 
and 1 Mark-time clock-watcher with 
chime signal; flush-type thrift 
cooker ; porcelain enamel finish with 
chrome surface rings; Monel top 
available at extra cost.—Electrical 
Merchandising, November, 1936. 


UNIVERSAL Washers 


Landers, Frary & Clark, 
New Britain, Conn. 


Models: E380, E280, E1180, E980, and 
E1680. 


Description: 3-vane, aluminum agi- 
tator; rounded, triple porcelain 
enameled tub, 21 in. diam. holds 8 
Ibs. dry clothes; models 5380, 
E1180 and E1680 equipped with 
self-emptying, 2-bladed centrifugal 
pump; silent, ‘direct drive trans- 
mission; oversize, improved motor; 
models E380 and E280 equipped 
with new satin finish cadmium 
plated wringer, adjustable pressure, 
automatic reversing drain boards, 
streamline wringer gear housing, in- 
stant safety release; 2t in. balloon 
type rolls, reversible full swinging 
with 6 stop positions ; models E1180 
and E980 new wringer adjustable 
pressure safeguards all fabrics; 
double automatic reversing drain- 
boards, 8 positions. 

Model E1680 washer-dryer equipped 
with “dome-shaped” triple vane 
ripple bottom agitator; 6 Ib. dry 
capacity; pump silencing valve elim- 
inates pump gurgling noise; dryer- 
rinser cover permits rinsing of 
clothes while in dryer compartment 
without removing them from 
washer ; damp dries full load clothes 
in less than 3 min., the manufac- 
turers claim; white porcelain 
enamel finish.—Electrical Merchan- 
dising, November, 1936. 
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WESTINGHOUSE Washer 
Westinghouse Electric & Mfg. Co., 
Mansfield, Ohio 


Model: BX-63 Golden Jubilee Special. 
Description: 6 sheet capacity; new 
type Lynite turbulator with 3 upper 
wings and 3 lower wings and per- 
forations create washing action; 
available with or without discharge 
pump; wringer features include soft 
rubber, balloon type rolls, touch 
bar safety release, dry feed board, 
and automatic reversing drain, 8 
positions; + h.p. rubber-mounted 
Westinghouse motor; fully enclosed 
mechanism in ‘sealed bath of oil; 
white porcelain enamel with black 
trim.—Electrical Merchandising 


November, 1936. 


VIGORAIRE Humidifier 


Vigor-Aire Corp., 127 S. Fifth St., 
Philadelphia, Pa. 

Device: Vigo-Aire humidifier. 

Description: Humidifies average 8 to 
10 room house, office or apartment ; 
self-filling automatically controlled; 
evaporates up to 12 gal. water 
per day; fits on any  conveni- 
ent radiator; removable; easy to 
install. 

Price: $55.—Electrical Merchandising, 
November, 1936. 


FLUID HEAT Pressure Burner 


Fluid Heat Div., The Anchor Post 
Fence Co., Baltimore, Md. 


Device: 3 new pressure type burners: 
P-6A, P-9A and P-12A. 

Description: Have maximum nozzle 
capacities of 6, 9 and 12 G.P.H. 
respectively ; embody air regulation 
on discharge side of fan; Minneapo- 
lis-Honeywell controls with inter- 
mittent ignition on P-6A and con- 
stant ignition on P-9A and P-12A. 
—Electrical Merchandising, No- 
vember, 1936. 


Device: 


Models: 
Description: 


MARION Range 


Rutenber Electric Co., Marion, Ind. 
Model: R-22 Companion range with 


full size oven for kitchens of lim- 
ited space. 


Burners: 3 open type surface burners 


with 3-heats—1-2000 watt 8 in.; 
1-1500 watt 7? in. and 1-1000 watt 
7t in. baking unit 1600 watts, broil- 
ing unit, 2000 watts. 


Size: Floor space 22x25 in.; height 


to cooking top 354 in; oven 
19x14x16 in. 


Description: Full size and position of 


oven outstanding feature; automatic 
oven control located in back 
splasher ; Chromalox units and timer 
outlet for full automatic time con- 
trol of oven available at slight extra 
cost; white porcelain finish—Elec- 
a Merchandising, November, 


SERV-A-LITE 
Telemotor Fag: 260 Fifth Ave., 
ork City 


deluxe smoking 
outfit for automobiles. 


Description: May be attached to dash- 


board of any car without tools or 
wiring; unbreakable case holds 20 
cigarettes, self lighter, dispenser 
and handy ash tray; pressing but- 
ton delivers lighted cigarette ready 
to smoke; black and chromium 
finish packed in gift box. 


Price: $3.95.—Electrical Merchandis- 


ing, November, 1936. 


G-E Toasters 


General Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 


Expan-Dor and Centennial. 
Expan-Dor model has 
expanding door hinges which makes 
it possible to toast muffins, sand- 
wiches as well as bread; new-type 
mica-core element; 450 watts. 

Centennial automatic model toasts 


2 slices at time; signal light and 
chime bell notifies when toast is 
done; triplever control elevates 
toast for removal, allows it to keep 
warm; India-mica elements; 1175 
watts; instruction and recipe book 
with each toaster. 

Both models chromeplated with em- 
bossed panels; Textolite handles ; 
concealed terminals; GE molded- 
rubber attachment plug on 6 ft. 
cord set; 115-125 volts a.c. 


Price: Expan-Dor, $4.50; Centennial, 


$14.50. —Electrical Merchandising, 


November, 1936. 


ADCO Heat-Fan 


Air Devices Corp., 64 E. 25th St., 


Chicago, IIl. 


Device: Fan type heater. 
Description: Air cooled motor and 


outer casing; non-glow coils back 
of fan; tilts back on base to 30° 
110 volt a.c.; 1200 watts ; weighs 11 
Ibs.; 12 in. high; green wrinkle 
finish; chrome grille, nickeled fan. 


Price: $9.75.—Electrical Merchandis- 


ing, November, 1936. 
v 
CANDYLBEME Lamps 


North American Electric Lamp Co.. 


South Broadway, St. Louis, Mo. 


Device: Candylbeme lamps heretofore 


available only with candelabra base 
now are available with standard 
(medium) bases and clear glass or 
frosted finish—Electrical Merchan- 
dising, November, 1936. 


v 


NORGE Stokers 


Norge Heating & Conditioning Div., 


Borg-Warner Corp., Detroit, Mich. 


Models: S-30-6 and S-50-6. 
Description: Model S-30-6 for homes 


of 7 rooms or less; capacity, 30 Ibs. 
coal an hr.; 600 sq.ft. steam radi- 
ation or 900 sq. ft. water; boiler, 6 
h.p.; 3 coal feed adjustments; 370 
Ib. hopper capacity; + h.p. stoker 
motor; rectangular type retort. 
Model S-50-6 for larger residences, 
8 rooms or more; capacity 1000 
sq.ft. steam radiation, 1500 sq.ft. 
water; boiler 10 h.p.; 5 coal feed 
adjustments ; 400 Ib. hopper capac- 
ity; + h.p. stoker motor; round type 
retort. Both models finished in gray 
and black enamel with aluminum 
trim — Electrical Merchandising, 
November, 1936. 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 


Washers and Ironers 


No. 1. Barlow & Sellig have 
printed a handsome book, full of 
posed photos, on how to sell and 
demonstrate Speed Queen washers, 
Every salesman should have one 
to check his own selling perform- 
ance. In addition, they have a big 
poster for use with gas-engine 


No. 2. Hurley Machine Co. 
are running a national prize con- 
test for retail salesmen on the 
“Gentle Hand” Thor washers. 
Advertising breaks Nov. 14. Facts 
are available. 


No. 3. Horton Mfg. Com- 
pany have published a booklet 
illustrating the various exclusive 
features that sell Horton ironers. 
A useful reminder for dealers and 
salesmen when selling and dem- 
onstrating. 


No. 4. Briggs & Stratton 
have a new 4cycle engine for 
Speed Queen gas-powered washers ; 
and Barlow & Seelig have a new 
model Speed Queen equipped with 
the new machine. A folder has 
been prepared with all the neces- 


sary information. 


No. 5. Altorfer Bros. have 
brought stream-lining to displays. 
A new one in red, yellow, blue and 
purple has the message “ABC— 
America’s Leading Washers and 
Ironers—Precision Built—Ask for 
a Demonstration.” 


No. 6. For Christmas, the 
Apex Rotarex Corporation an- 
nounces a sales plan for ironers 
which follows a new slant. The 
complete plan is available to deal- 
ers in the form of a kit which 
contains a quantity of mailing 
broadsides, cellophane ribbons and 
an attractive display that can be 
used in either the dealer’s store or 
window display. 


No. 7. Altorfer Bros. Co. 
have produced a circular on 
washers and ironers, printed in 
Spanish to help you sell in those 
settlements. 
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Air Conditioners 


No. 8. Russell Electric Com- 
pany have brought out a manual 
for the sales, installation and serv- 
ice of “Hold-Heet” air condition- 
ers which is full of data on specific 
portable air conditioning problems. 


No. 9. Under “Oil Burners” a 
new booklet of Quiet May Corp., 
is described. Don’t overlook the 
valuable air conditioning dope in 
this sheet. 


No. 10. Complete air condition- 
ing equipment, for industry, busi- 
ness and the home is illustrated 
and described in a new 16-page 
booklet released by,Carrier Cor- 
poration. Capacities, ratings and 
diagrams are included to indicate 
the wide variety of units and cen- 
tral plants available. 


No. ll. Carrier Corp. » have 
boiled down their 46 years air con- 
ditioning experience in a handsome 
new bulletin which presents the 
complete line of compressors, cold 
diffusers and evaporative con- 
densers. There are also pages of 
diagrams, testimonials and various 
Carrier installations. 


Electric Ranges 


No. 12. All the dope on Edison 
General Electric Appliance 
Company’s (Hotpoint) Thanks- 
giving and Christmas range drive 
is contained in a big illustrated 
folder, the “Double Holiday Cam- 
paign.” Here’s the whole story— 
and free!—of the details of the 
campaign as they apply to national 
advertising, direct mail, promo- 
tional helps, etc., together with a 
sales promotion price list on the 
cost, per thousand, of range selling 
helps. 


No. 13. Malleable Iron Range 
Company, makers of the Mon- 
arch line of electrics, have a spe- 
cial offer for fall business. They 
have photos, catalog and price list 
available for whoever wants to get 
going. 


1936 


No. 14. Did you know that 
L & H electric ranges are now 
equipped with the new “Hi-Speed” 
Calrod units? A. J. Lindeman 
& Hoverson Company, the 
makers, are prepared to give you 
complete details. 


No. 15. There is a profitable 
business in replacing worn-out 
range units. Chromolox have a 
“Plan Book” which gives you the 
facts on this business. 


Refrigerators 


No. 16. Harry Alter Com- 
pany have just published this new 
catalog of refrigeration parts and 
supplies for all makes. Free to 
dealers. 


No. 17. Westinghouse have 
prepared a bunch of good selling 
material to go with the drive on 
the “Nickel Plan.” There are 
folders, give-aways, radio shorts, 
and a complete plan book to show 
you how to cash in on it. 


No. 18. Useful give-away items 
for cooking schools, women’s clubs, 
anniversaries, etc. are not plentiful. 
Universal Cooler has devised 
recipe sheets which fill this need, 
cut to a 3 x 5” size for a recipe 
card file. 


Power Chargers 


No. 19. Briggs & Stratton have 
brought out a new 6-volt power 
charger. If you are interested in 
this new and lively business, they 
have a free bulletin describing the 


unit. 


No. 20. Johnson Motor Com- 
pany have two pieces of literature 
available now. One is a give-away 
folder on the Iron Horse genera- 
tor and the other a complete 


descriptive broadside on the 
generator. 
Small Appliances 


No. 21. The toaster and buffet 
ensemble are boosting toaster sales 
and prices. Utility Electric help 
out the trend hy offering a tip-top 
merchandising plan to sell en- 
sembles of this type. 


No. 22. Bruce Snowden, a tex- 
tile authority, has collaborated 
with Samson United in a book- 
let on electric irons with special 
reference to the Samson Visu- 
Matic iron. Good dope here 
whether you sell Samson or not. 


No. 23. Hamilton-Beach have 
brought out their new Model D 
electric mixer, retailing for $19.90. 
They have a big ad program in 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
We will do the rest—and there's no cost to you 


the key number on the coupon and shoot it in to us. 


the national mags and are sending 
dealers — free! — window and 
counter displays, folders for mail- 
ing or store distribution, mats for 
newspaper ads and other free 
dealer helps. This stuff would cost 
you heavy dough if you had to get 
it out yourself. 


No. 24. Westinghouse have 
brought out their new  Food- 
Crafter and November is Demon- 
stration Month.. Powerful sales 
and promotional helps are ready. 
Have you got yours? 


No. 25. The National Enam- 
eling and Stamping Company 
are making a fall merchandising 
drive on the Nesco Roastmaster. 
There is much promotional ma- 
terial available to dealers. Also 
there is a Nesco window trim con- 
test. Booklets and details for the 
asking. 


Electric Clocks 
No. 26. Warren Telechron 


for this fall announce their big- 
gest line and a total of 14,000,000 
consumer ads. Dealers are a big 
part of the picture and they have 
prepared display material, circu- 
lars, booklets, catalogs and every 
important kind of sales help—all 
you have to do is ask for it. 


No. 27. General Electric have 


issued a bunch of new pages for 


the Distributor Salesman’s Appli- 
ance Handbook dealing with new 
clock additions to the line. No 
distributor’s salesman’s kit is com- 
plete without these. 


No. 28. Hammond Clock 
Company have gotten up a neat 
little folder for give-away purposes 
to prospects, or to use as a bill- 
stuffer, which describes new Ham- 
mond models —especially those 
which combine alarm with regular 
designs. 


Oil Burners 


No. 29. An eight-page booklet— 
“All Lines Point to Quiet May” 
has been issued by the May Oil 
Burner Corporation. It con- 
tains a full description of every 
May product together with com- 
plete tables of capacities and dimen- 
sions. There is also simplified in- 
formation on selecting the proper 
size unit for the job—which is 
must stuff for oil burner dealers 
and salesmen. 


No. 30. Dealers should make 
liberal use of give-away stuff. 
Fluid Heat help out by printing 
two new pieces on their pressure 
line. One is a broadside showing 
burners from 1.35 to 12.00 G.H.P. 
capacities and the other is an 
envelope enclosure. Printed in two 
colors—free, of course. 


MORE ON THE PRECEDING PAGE 


cIRCLE NUMBERS -SIGN- AND MAIL 


ELECTRICAL MERCHANDISING 
330 West 42nd Street 
New York, N. Y. 


Gentlemen: ... Please ask the manufacturers to send us the litera- 


ture identified by the numbers circled below: 


123 45 6 7 8 9 10 I 


12 13 14 15 16 17 18 


19 20 


21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 
41 42 43 44 45 
SIGNED TITLE 
STATE 


STREET ADDEBESS 


No. 31. American’ Rolling 
Mill Company have prepared 
folders on ‘““Why Fuel Oil Tanks 
Should Be Made of Armco Ingot 
Iron.” 


No. 32. Do you want to know 
which appliances you are selling or 
are contemplating taking on are 
approved by Underwriters’ Lab- 
oratories? It’s easy. They have 
issued a new 104 page book “List 
of Inspected Household Electrical 
Appliances” which is yours for the 
asking. It is completely cross-in- 
dexed and contains a list of manu- 
facturers, markings, etc. 


No. 33. Knowing the facts about 
aluminum and other basic mate- 
rials will help you sell appliances. 
Aluminum Company of Amer- 
ica help you understand by pub- 
lishing a beautiful little book “Fin- 
ishes for Aluminum” which tells 
you a lot about the various meth- 
ods employed in making and proc- 
essing aluminum. 


No. 34. General Cable Cor- 
poration have just issued their 
new “Sper Service Portable Cable 
Catalog.” For the contractor and 
wiring man. 


No. 35. Belden Mfg. Com- 
pany have just issued a new pocket 
manual of antenna systems and 
radio wires and cables. A handy 
pocket reference for radio dealers, 
salesmen and service-men. 


No. 36. General Electric is 
throwing open the kitchens of its 
“New American” homes to deal- 
ers in each territory where homes 
are located. You are invited to use 
them for selling. For complete dope 
there is a booklet on the subject. 


No. 37. Adequate wiring is very 
much in the appliance selling news 
today. General Electric help 
you understand it with a free book 


on the “G-E Radial Wiring 
System”. 
No. 38. Commercial Credit 


Company have full details of ap- 
pliance financing plans for the 
dealer. Yours for the asking. 


NOVEMBER, 


No. 39. Dry-Zero _ insulation 
claims that it will save 20 cents to 
$2.00 a month in cost of operation 
for the life of the refrigerator. 
This is swell selling argument to 
combat price-cutting. If you want 
to know more they have a booklet 
on the same subject. 


No. 40. Another valuable book- 
let to get hold of for its fine treat- 
ment of the use of basic materials 
in appliances is “Selling Made 
Easier by Dulux”. 


No. 41. If you are interested in 
the design of heating units—and 
everybody who sells heating appli- 
ances should be, Hoskins Mfg. 
Company have a catalog which 
will do a lot to explain things. 


No. 42. Your salesmen should 
know all the answers when it 
comes to Monel Metal. Interna- 
tional Nickel helps them—free 
of charge—with a booklet “Ques- 


tions and Answers” on Monel 
Metal. 
No. 43. Another manufacturer 


helping you tell the story of the 
part that materials play in selling 
appliances is American Rolling 
Mill Co. They have just put out 
a book for the retail salesman 
called “How Porcelain Enamel 
Can Help You Sell More Profit- 
ably.” 


Lamps 


No. 44. Decorators, lamp de- 
partment people in department 
stores or home owners will like 
“The Secret of Entrancing Light’, 
a beautiful booklet just published 
by Lightolier. It shows how to 
match up lamps in the home and, 
by giving floor designs of rooms 
how to sell more lamps per room. 
Illustrated with pictures of lamps, 
rooms and plans for home lighting. 


Commercial Refrigeration 


No. 45. Servel have started a 
house organ “High Side Lights” 
which gives some interesting sales 
stories on selling commercial re- 
frigeration. You never can tell 
when you might get an idea out 
of it. Incidentally, they have a 
Commercial and Air Conditioning 
Service Manual, too. 
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HEATING 
ELEMENTS 


WV 


The heating appliances you sell during this Christ- 


mas selling season .. . if equipped with “Nichrome’”’ V, the 


most durable heating element material . 
in building more sales during 1937. 


. . will work for you 


DRIVER - HARRIS COMPANY *« HARRISON, N. J. 


FEATURE 


New 
HOT WATER MASTER 
Electric Jea Kettle 


1. Faster than gas or electric range. 

2. Cuts off current if it boils dry. 

3. Beautiful high polish finish. 

4. Built-in units insure high efficiency and long life. 

5. Cover on spout opens automatically when kettle is lifted. 
6. Pleasant bird-like whistle sings when water boils. 

7. Easy-to-fill-and-pour spout. 

8. Extra heavy cast aluminum. 

9. Heat-proof polished Bakelite handle. 

10. Uses less current—more economical to use. 


A real promotional item—ideal for boiling water for beverages, 
shaving, heating baby's bottle, in the sick room, first aid, etc. 


Ask your jobber or write today to 


BRANNON 


[#307 THIRD AVE. 
DETROIT, 


PAGE 66 


Review of New Products 


KADETTE Radio 


International Radio Corp., Ann 
Arbor, Mich. 

Model: Clockette. 

Description: Set combines dial with 
speaker grille which makes it pos- 
sible to reduce size to that of a 
small clock; cabinet is 8 in. high, 
74 in. wide, 5 in. deep, weighs 6 
Ibs. 5 tubes included in half space 
normally occupied; ac. or d.c.; 
tuning range of 1600 to 540 k.c. 
3 period models: Modern (21) 
straight grained walnut, golden dial, 
ebony cradle; Colonial (22) com- 
bines solid maple tops and sides 
with quartered, figured maple front, 
gold dials; Sheraton (23) mahog- 
any veneer with gold dial. 

Price: $19.95 including tubes.—Elec- 
trical Merchandising, November, 
1936. 


v 


WEDGELOCK Plug 


Hy-Duty Products Co., 1803 S. Hope 
St., Los Angeles, Calif. 


Device: Plug with novel rubber ram 
that is pushed inward by hand and 
causes auxiliary bayonet wedge to 
slide along each of 2 contact prongs 
into receiving socket; recommended 
for use on electrical cords used 
in home with irons, radios. cleaners, 
etc.—Electrical Merchandising, No- 
vember, 1936. 


INTERNATIONAL Circulator 


Oil Burner Co., St. 
Louis, Mo. 


Device: Model 66 oil burning circu- 
lator. 

Description: Circulates and radiates 
heat; burns kerosene or No. 1 fuel 
oil; 5 gal. tank; needle fuel regulat- 
ing valve; automatic constant level 
safety valve; automatic draft regu- 
lator; 2 water humidifiers; heats 1 
to 4 rooms; doors opened permit 
radiant heat to be directed wher- 
ever wanted in room; with doors 
closed cold air is drawn from floor 
and warm air is circulated through 
top grille—Electrical Merchandis- 
ing, November, 1936. 


International 
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FARIES IES Lamps 


Faries Mfg. Co., Decatur, Ill. 


Models: No. 1575 Guardsman, No. 
2242, Guardsman, Jr., and No. 
2207 Guardsman Clamp. 

Description: No. 1575 Guardsman desk 
lamp for office and home use 18 
in. high; base 6 in. diam.; turn but- 
ton switch; specially designed re- 
flector and a luminaire with enam- 
eled reflecting surface gives maxi- 
mum foot candles of indirect light; 
available in bronze and gold, chrome 
with copper or cloister bronze shade 
or all chromium. 

No. 2242 Guardsman, Jr., has same 
qualities as Guardsman but made 
to sell slightly lower. 

No. 2207 Guardsman Clamp desk 
lamp; swings left or right; arm 
can be turned in to take up mini- 
mum space; adjustable clamp for 
mounting desk or counter 1¢ to 2 
in. thick; bottom of lamp 5% in. 
from desk; switch at base of lamp; 
bronze and gold finish only. 

Prices: 1575, $16.50; 2242, $13.50 in 
bronze, $14.50 in various chrome 
finishes; 2207, $16.50.—Electrical 
Merchandising, November, 1936. 


v 


USALITE Flashlights 


United States Electric Mfg. Corp., 
222 W. 14th St.. N. Y. C. 


Models: 3 new Silly Symphony flash- 
lights and 1 Mickey Mouse flash- 
light. 

Description: Silly Symphony 2-cell 

broadbeam flashlights are decorated 
with series of Walt Disney stars— 
Donald Duck, 3 Little Pigs, Big 
Bad Wolf, etc.; Mickey Mouse 
2-cell long range focusing flashlight 
decorated with Mickey, Minnie 
Mouse, etc., and equipped with disap- 
pearing ring hanger. 
Both models equipped with red and 
green celluloid discs and 2 heavy 
duty Usalite No. 55 Lok-Top bat- 
teries. 12 flashlights available in 
striking merchandising display. 

Price: Silly Symphony flashlights, 
49c. each; Mickey Mouse flash- 


lights, 59c.—Electrical Merchandis- 
ing, November, 1936. 
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OURTEEN MILLION HOMES 


still lack automatic refrigerators. 


Twenty million homes haven’t the comfort and con- 
venience of the million or so that have oil burners. 


Adding to these the tremendous sales possibilities 
still in sight for washing machines, radios, cooking 
ranges and other domestic electrical equipment, 
there is a potential multi-billion dollar business 
awaiting energetic, progressive manufacturers, dis- 
tributors and dealers. 


Estimating conservatively that more than half of 
it must be sold on time payment plans, the vast 


COMMERCIAL BANKERS 
CONSOLIDATED CAPITAL 


importance of a sound, low-cost time financing ser- 
vice as an aid to sales isn’t even debatable. 


Commercial Credit offers a plan that is easy to sell 
to a finance-wise public. It is backed by a nationally 
known company with a record of success in hand- 
ling more than $600,000,000 of receivables and time 
payment financing in the past year. It is adminis- 
tered by an experienced personnel, trained to serve 
with promptness, efficiency and courtesy in every 
phase of its dealings. 


A telephone call or a letter to the nearest of our 
171 offices will bring a staff representative for con- 
sultation on financing, without cost or obligation. 


COMMERCIAL CREDIT COMPANY 


HEADQUARTERS: BALTIMORE 
AND SURPLUS $49,000,000 


FINANCING SERVICE FOR MANUFACTURERS, DISTRIBUTORS AND DEALERS 


THROUGH 171 OFFICES IN THE UNITED STATES AND CANADA 
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AN EVEN GREATER 


Gibson’s 1936 progress with America’s most 
trouble - free refrigerator’, translated into 
1937 features, will give all progressive distrib- 
utors and dealers not only a sturdy, profit- 
making foundation for 1937, but also a line 
that all alert salesmen will prefer to SELL, 
rather than sell against. 


ELECTRIC REFRIGERATOR CORP. 


CREENVILLE, MICHICAN 
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For unwired homes - the GIBSON KERO UNIT (Kerosene Burning Refrigerator) 
Also: GIBSON furnishes a Complete Line of Commercial Refrigeration Machines 


NOVEMBER, 


Big News in 1936 - Bigger News in 1937! REFRIG rt RATOR 


60 years of 
Exclusive 
Refrigeration 
Experience 


“Backed by the 
only real proof — 
user experience! 


G-E Percolators 


General Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 

Models: Bradford and Portland. 

Description: Dripless spout; scratch- 
proof fibre feet; paneled glass top; 
safety fuse plug; Calrod unit op- 
erates on 115-125 volts a.c.; 400 
watts; 6 cup capacity; detachable 
cord set with Textolite attachment 
plug. 

Price: Bradford, $5.95; Portland, 
$5.50.—Electricel Merchandising, 
November, 1936. 


MIRRO Utensils 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 


Device: Mirro utensils especially de- 
signed for electric ranges. 

Description: 2, 3 and 4 qt. Vapor-Seal 
Stacking Pans and 2 qt. Economy 
twin stacking pans; heavy, thick 
aluminum; self-basting Vapor-seal 
covers for waterless cooking; wide, 
flat satin finish bottoms hug unit 
for efficient heating; flat, rimmed 
covers with recessed knobs permit 
stacking one on top of other for 
oven or top-of-range use, saving 
space and heat, 2 qt. Economy Twin 
pans designed for side-by-side or 
stacked use.—E lectrical Merchandis- 
ing, November, 1936. 


Vv 
BOND Flashlights 


Bond Electric Co., New Haven, Conn. 


Models: 3 new Bond Flashlights. 


Description: All models equipped with 
built-in shock absorber candle light 
feature; folding end cap hanger; 
improved 3-way lock switch; sil- 
vered mirror reflector and beveled 
plate glass lens. 

No. 2299, 2-cell Fibre-Bronz spot- 
light contrasting golden bronze and 
black corrugated fibre case. 

No. 2093 baby 2-cell Fibre-Bronze 
spotlight with combination bronze 
fittings and Bond’s “better-built” 
corrugated fibre case. 

No. 2298, 2-cell Bronz-Lite solid 
bronze throughout. Special deals 
available to dealers which include 
a free display. 

Price: No. 2299 and 2298, 99c. each; 
2093, 98c. each—Electrical Mer- 
chandising, November, 1936. 
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if New Products 


ILG Unit Heaters 


Ilg Electric Ventilating Co., 2850 N. 
Crawford Ave., Chicago, Ill. 


Device: Ug unit heaters now avail- 
able in a series of special deluxe 
color finishes — Spanish ivory, 
Heather brown, Silver, Pacific blue, 
autumn brown, daylight green—in 
a special baked crackle suitable for 
othces, stores, etc. 

Description: Heater consists of fully 
enclosed self-cooled motor propel- 
ler fan especially designed for heat- 
ing work; aluminum fan wheel 
fully balanced and mounted on shaft 
of motor; streamlined, non-glow 
type coil consists of several sets of 
vertical heating members; trans- 
verse metal fins carry heat away 
from these points; surface tempera- 
ture never rises above 250 deg., push 
button type thermal safety switch 
automatically opens if fan circuit 

- should be broken and temperature 


. rise above 250 deg.; slip-stream de- 
- flectors, individually adjustable, per- 
0 mit accurate control of air stream 
2 with minimum fall in velocity; eye 
t bolts at top of unit permit suspen- 


sion from wall; floor standard 

available at slight extra cost.— 

Electrical Merchandising, Novem- 
ber, 1936, 


bit 
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TURBO Defroster 


Associated Parts Mfg. Corp., 144 
Spencer St., Brooklyn, N. Y. 


Device: Combination winter wind- 
shield defrosting and summer cool- 
ing unit. 

Description: Hot air is transmitted 
from hot water heater to windshield 
by nonporous flexible tube; adapter 
attaches it to heater; fan mounted 
on steering column sucks hot air 
in and blows it to windshield; may 
also be used as foot-warmer by di- 
recting hot draught on feet; may 
be used to circulate cool air through- 
out entire car in summer; easily at- 
tached. 

Price: $8.50.—Electrical Merchandis- 
ing, November, 1936. 


is porcelain enameled on 


ARMCO INGOT IRON 


© The sale of the washing machine hung by a 
thread. Obviously the prospective customer was 


shopping, and it would take all the ingenuity 


and resourcefulness the salesman could muster to 
close the sale. 

Then he brought to bear his final sales-point 
... “and it’s porcelain enameled on Armco Ingot 
Iron.” There was a gleam of recognition in the 
woman's eyes. She reacted. “Oh! that’s the spe- 
cial metal I’ve been hearing about over the radio 
and have seen advertised. And this is the Armco 
label they said I should always look for on por- 


celain enameled appliances. How interesting.” 


RCELAIN 
ENAMEL 
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A few more words and the sale was entered. 
Again the mention of Armco Ingot Iron won 
the day. Time of another sale was shortened. 

Instruct your sales people to “be up” on the 
Armco story. They can get every word of it 
in quick, concise form from a helpful booklet 
Armco publishes for retail salesmen: “How Por- 
celain Enamel Can Help You Sell More Profit- 
ably.” Write for copies and meanwhile make a 
practice of pointing to the Armco triangle trade- 
mark in your daily selling. The American Rolling 
Mill Company, Executive Offices, 703 Curtis St., 
Middletown, O. District offices in principal cities. 
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PRESSURE-TEMPERATURE 
RELATIONSHIPS OF 
REFRIGERANTS 


By The R & H Chemicals Dept., 
E. I. du Pont de Nemours & Co., Inc. 


The accompanying chart shows the 
pressure-temperature relationships, as 
well as normal boiling 
widely-used popular 


points, of 
refrigerants and 
a number of other refrigerants which 
have a less extensive use. By using 
a special chart paper it is possible to 
plot and extrapolate the wide range 
ot pressures with a great degree of 
accuracy, for the size of the chart. 
Che temperature-pressure curves ob- 
tained by this almost 
straight lines, making it quite easy to 
follow them. 


method are 


lhe chart gives by direct reading 
the absolute (lb/in?) and 
temperatures. To 
obtain gauge pressures, subtract 14,7 
(normal atmospheric pressure) from 
the absolute pressure. 

Example : 


pressures 
Fahrenheit (° F.) 


Find the gauge pressure of 


Artic (du Pont Methyl Chloride) at 
—10° 

Directions: Place the ruler along 
the —10° F. line and find the point 


of the absolute pressure scale where 


this line intersects the ARTIC curve. 


Inch-Absolute 
= 
THT 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 
Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


The point of intersection is at the 
15-lb. absolute pressure line, and by 
subtracting 14.7 lbs. from this we get 
0.3 lb./in.* gauge pressure. 

For convenience, and in order to 
avoid negative values, below-atmos- 


Temperature Degrees Fahrenheit (°F) 


pheric pressures are usually expressed 
in inches of mercury vacuum or Ibs. 
absolute. Through the use of the 
curve in the lower right-hand corner 
of the chart it is possible to get a di- 
rect reading of sub-atmospheric pres- 


§ 88823 
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Pressure Pounds per Sq.inch-Absolute 
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sures in inches of mercury vacuum. 

Example: Find the pressure in 
inches of a mercury vacuum of ArTIC 
at —26° F. 

Directions: Lay a ruler or straight 
edge along the —26° F. line and note 
the point at which this line intersects 
the Artic curve and the absolute 
pressure scale. This, by direct reading, 
is at the 10-lb. absolute pressure line. 
Follow this line to the right-hand 
side of the chart and note where it 
intersects the vacuum curve. From 
the point of intersection, count the 
number of divisions to the right of 
the chart. The number is 9.6, and, 
therefore, the pressure of ARTIC at 
—26° F. is equivalent to 9.6 inches 
of mercury vacuum. 

The normal boiling point of a re- 
frigerant may be found by locating 
the point of intersection of its vapor- 
pressure curve with the 14.7-lb. abso- 
lute pressure line, the broken line on 
the chart. 

Example: Find the normal boiling 
point of ARTIC. 

Directions: Locate the point of in- 
tersection of the Artic curve and the 
absolute pressure line. This point also 
intersects the —10.6° F. Temper- 
ature line and this temperature there- 
fore is the normal boiling point of 


_ ARTIC. 


HIGH SIDE FLOAT HINTS 
By R. J. Clements 


The high side float system is the 
most misunderstood type of refriger- 
ation. Where the more usual low 
side float closes in the evaporator 
when a sufficient amount of refrig- 
erant has been obtained the high side 
float opens when a sufficient amount 
of refrigerant has gathered in the 
float chamber. 

The high side float system is very 
sensitive so a proper amount of re- 
frigerant must be maintained. A good 
way to check this is by observing the 
frost line of the evaporator. Incor- 
rect diagnosis of trouble is quite com- 
mon. When some men encounter a 
complaint to the effect that the coil 
is not all frosted they purge the float. 
Immediately the frost line starts to 
climb but it only stays that way dur- 
ing the one cycle, returning in nine 
cases out of ten to the original con- 
dition on the next cycle. The system 
should be purged just enough to re- 
move the possibility of non-condens- 


1936—ELECTRICAL MERCHANDISING 


aa 
: "60" 70° 80° 90° 100° 110" 160 170 180 190 0210 
4 DuPont Deltemours Company Temperature Degrees - 


@POND D U LU X for refrigerators 


REG.U.S. PAT. OFF. REG. U.S. PAT. OFF, 


ELECTRICAL MERCHANDISING—NOVEMBER, 1936 


“EASY 
her 


...and you'll see why a DULUX 
finish makes selling refrigera- 


tors easier for you 


NY TIME you want to get a house- 
wife’s attention, just show her some- 
thing that saves her work. 

That’s one reason why DULUX makes 
selling refrigerators easier. It’s the finish 
that women can keep clean with an abso- 
lute minimum of effort. 

DULUX has a tough, elastic, glossy 
surface . . . so smooth it actually sheds 
dust and dirt. And a couple of whisks 
with a rag and soap and water will 
quickly erase any food or grease stains. 
No wonder DULUX is so popular with 
women! (As a matter of cold statistics, 
more than 3,000,000 refrigerators today 
have a DULUX finish . . . because 
manufacturers know it’s the type of fin- 
ish that modern women want on their 
refrigerators. ) 

Ease of cleaning isn’t the ony reason 
why DULUX gets the women’s vote, 
either. The pure, gleaming whiteness of 
DULUX adds a real touch of beauty to 
any kitchen. And DULUX is durable. 
For years it will keep the same sparkle 
and whiteness . . . in spite of the wear 
and tear, the accidental knocks and 
bumps of daily service. DULUX is re- 
sistant to yellowing and turning dingy 
with age, as well as chipping and cracking. 

Stress these outstanding features of 
DULUX when you sell your refrigera- 
tors. You'll find they will help you clinch 
many a sale. For practical help in using 
the DULUX sales points, send for a free 
booklet, ‘‘Selling Made Easier by 
DULUX.” Write to E. I. du Pont de 
Nemours & Co., Inc., Finishes Division, 
Wilmington, Delaware. 
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Above: Filing and find- Above: In Tri-Guard files, 
ing are hard work with indexing is always visible 
this one rod file con- . » . letters are easily 
tents of drawer receive found or filed. . 


. guides 
support. as well as index, 
contents of drawer. 


hard use and abuse. 


Tri-Guard guides slide on 


three rods, which act as a 
“sway-check"’ and keep con- 
tents in an upright position. 


SPEED UP FILING AND FINDING 
WITH MODERN TRI-GUARD FILES 


Enjoy the advantages of modern Globe-Wernicke Tri-Guard files, 
which include quick filing, fast finding, greater visibility, more effi- 
ciency with less work, and a considerable saving of time and money. 


Modernize your office—it pays. The Globe-Wernicke dealer in your 


city will be glad to demonstrate Tri-Guard files without cost or obli- 


gation, or send for a copy of “The Outstanding Filling Developments 
In Years.” 


OVER 


IN OFFICES | 


| 
erate 


SO, system. 


For full details write 
BRIGHT STAR BATTERY CO., Clifton, N. J. 


* 
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able gas 
charging 


from the chamber. Then 
apparatus should be at- 
tached and a little liquid refrigerant 
(not gas) should be added at a time. 
About 5 ounces is right. 
erator should be 
between charges. 
frost will usually 
stay up. 

When purging high side float sys- 
tems it has been usual practice to do 
all of it at the float chamber.  AIl- 
though this method may cure trouble 
in some cases if the flare nut leading 
from the compressor to the condenser 
is cracked and slowly purged for about 
three minutes and then at the float 
chamber it will lessen the chances of 

'a call-back. The compressor should 
be idle for about ten minutes before 
this purging operation takes place. 

When calls are received to the ef- 

' fect that the machine does not refrig- 
erate, even though it continues to run 
it is bad policy to take it for grantea 


The refrig- 
to operate 
If this is done the 
climb and then 


allowed 


|that if the machine starts up again 


after it is struck with a mallet trouble 
has been cured. For failure to op- 
may be indication of serious 
trouble ahead. To be safe, first purge 
very slowly for about three minutes. 
If the float lets go this is the time 
to see where non-condensable gas is 
coming from. If you don’t find the 
trouble source readily it may be from 
the metal, windings, etc., but this is 
only a remote possibility. If the float 
doesn’t let go after purging but does 
when you hit it with a mallet there 
is a chance that trouble is due to the 
| presence of moisture, in the case of 
A small amount of 
Zylene Merke may be introduced in 
| such cases. 

Some manufacturers do not sanction 
the use of Merke but I have yet to 
}encounter a case where it has done 
|any harm, 
| Another thing to look for when 
| there is no refrigeration and compres- 
| sor is still running is the intermediate 

valve, sometimes called the check 
| valve. Frequently this valve will stick 
| shut. It can usually be corrected by 
‘application of heat, or striking it 
lightly with the handle of a screw- 
|driver. If it still sticks after such 
| treatment replace it. 


CORD BREAKDOWN TEST 
By Harvey Golk 


Whenever work is done on appli- 
ances it is good policy to check for 
possible weaknesses in the cord as 
trouble on this score largely nullifies 
the effect of good work on the ap- 
pliance itself, if such trouble develops 
shortly after the repaired appliance 
is turned over to the customer. 

An inexpensive test can be made, 
using stock parts, as shown in the 
accompanying drawing. Rig up a 
circuit with five standard heating ele- 
ments equipped with Edison bases. 
Thus a 25-ampere load can be applied 
to all cords quickly and with little 
trouble. 

The cord circuit should be shorted 
right at the appliance. Then plug 
the appliance into the test socket for 
about half a minute. Do not handle 
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socket 


the cord while current is on. Re- 
move the plug and run your hand 
over the cord. It should be evenly 
and equally warm over its entire 
length. Any point producing exces- 
sive heat probably has broken strands. 
Points near the appliance generally 
get the most severe mechanical abuse 
and cause trouble first. 


G. E. SERVICE MANUAL 


In a 132-page manual just off the 
presses General Electric gives com- 
plete servicing instructions on the en- 
tire line of “Hotpoint” heating devices 
and G.E. Sunlamps. Included are 
drawings of individual parts required 
for repair of these devices so that 
they may be readily identified. Prices 
of most commonly used items are also. 
found in the manual. 


HIGH REFRIGERATION BILLS 
By Walter G. Christie 


The complaint, high bills, is a com- 
mon source of service calls on electric 
refrigerators. The causes of high 
bills are many and varied. Some are 
common to all makes and all types of 
refrigerators, others are common to 
one type or to one manufacturer. 
(Type of refrigerator refers to the 
type of liquid control used, such as 
low side float, direct expansion, high 
side float or capillary tube.) In this 
article, causes of high bills that are 
common to all types of reciprocating 
refrigerators will be discussed. 

Before attacking the problem of 
high bills, let us see just how refrig- 
erators work and how different room 
conditions affect the running cycle of 
machines. The evaporator (some- 
times called the boiler or the coil) con- 
tains liquid refrigerant. Heat from 
the foodstuffs in the box and heat that 
leaks into the box through the insula- 
tion, passes through the walls of the 
evaporator and is absorbed by the 
liquid refrigerant. The heat ab- 
sorbed causes the liquid refrigerant to 
boil and some of the liquid becomes a 
gas. This heat-laden gas is pulled 
from the evaporator by the compres- 
sor. The compressor builds up pres- 
sure on the gas and forces it into the 
condenser. The fan on the inotor and 
on the compressor flywheel causes a 
draft of air to pass through the con- 
denser, and this draft of air absorbs 
the same heat from the refrigerant in 
the condenser that was absorbed by 
the refrigerant in the coil. In short 
then, heat from the box is absorbed by 
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| the refrigerant in the coil and passed 
to the condenser where the heat is 
given off to the room. It is readily 
seen that anything which hinders the 
coil from absorbing heat from the box 
or anything which hinders the con- 
denser from giving off heat into the 
room, will cause the machine to run 
\longer than normal to produce the 
|same box temperature. This long 
running cycle causes high bills. 


Hot Rooms 


In a very hot room or when the 
refrigerator must operate near a stove, 
high bills will result from two sources. 
First, because of the high temperature 
outside the box, the heat leak through 
the walls of the box and around the 
door seal will be abnormally high. 
Hence the refrigerator has more heat 
to remove from the box and of course 
the machine runs in long cycles. 
ond, the high room temperature pre- 
vents the condenser from throwing off 
its heat readily. That is, the con- 
denser always has to attain a tem- 
perature higher than room tempera- 
ture before it can throw off the heat 
removed from the box. Hence, for the 
first part of the running cycle, the con- 
denser does not give up its heat 
rather it has to store the heat up 
until it becomes hotter than room 
temperature heat is removed 
from the box. Now, when the con- 
denser temperature rises, the pressure 
of the refrigerant in the condenser 
rises. As a result, the compressor 
has to work against this higher pres- 


Sec- 


before 


sure and therefore it draws more 
power from the motor to overcome 
this extra pressure. The result is, 


high bills! 


Poor Air Circulation 


A dust blocked condenser produces 
the same effect as a high room tem- 
perature. Dust insulates the con- 
denser from the surrounding air. This 
causes the temperature of the con- 
denser to build up until the condenser 
is hot enough to overcome the insu- 
lating properties of the dust. As ex- 
plained above, hot condensers cause 
high bills. Condensers should be 
cleaned with a bicycle pump at least 
every 6 months, in order to provide 
_ efficient refrigeration. 

In small kitchenettes, the legs are 
often removed from the refrigerator 
so as to fit it into a small space. 
Many refrigerators depend upon the 
open floor of the machine compart- 
ment to supply cool air for the con- 
denser. When the legs are removed, 
this source of air is shut off and high 
bills result. On a job located in a 
small private bar in Radio City, the 
writer had to have the machine com- 
partment door perforated with 4” 
|holes in order to supply air to the 
condenser. 


This particular job was 
installed in such a cramped space that 
practically no fresh air passed through 

|to the condenser. The machine ran 
continuously, but produced no refrig- 
eration. After the door was drilled, 
the machine worked normally. 

Unknown to customers, a 
thick coating of ice on the evaporator 
of a refrigerator often causes food 
| spoilage and high bills. The frost on 


most 
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the evaporator should never exceed | 
4” thick. The reason for this follows: 
In order to lower the temperature of 
1 pound of ice, 1°F, it is necessary | 
to remove only 1/2 B.T.U. Conversely, 
to raise the temperature of ice 1°F 
(ice at a temperature less than 32°F) 
it is necessary to add only 1/2 B.T.U. 
But to change 1 pound of liquid SO, 
to 1 pound of gaseous SO., it is nec- 
essary to add 168 B.T.U. Thus, 
when the evaporator is covered with 
a thick coat of ice, the ice acts as an 
insulator and prevents the heat from 
the foodstuffs from getting to the re- 
frigerant. In order to obtain the cor- 
rect box temperature, the machine has 
to run longer and high bills result. 


Mechanical Trouble 


A slight leak on the low side of the 
sulphur dioxide system over a period 
of time will suck in enough air to 
cause high bills. Cool air, blowing 
over hot refrigerant gas in the con- 
denser, will cause the gas to condense 
into a liquid and thus lose much of 
its pressure. However, when air is 
passed through the condenser, it will 
not condense because the cooling me- 
dium temperature is far too high. 
Air will condense at an approximate 
temperature of — 450° or about 
480° below the freezing temperature 
of water. Hence, the air maintains 
its high pressure and as a result the 
compressor has to work against a high 
head pressure. High bills are inevit- 
able. 

An inefficient compressor will often | 
cause high bills. A bad flapper valve | 
on the compressor will allow some of | 
the high pressure (high temperature) | 
gas in the condenser’ to leak back 
through the crankcase of the compres- 
sor into the coil and heat up the coil. | 
The symptoms of a bad flapper valve 
are a long “on” cycle and a short 
“off” cycle. To test for a bad flapper 
valve, install a back pressure gauge 
on the crankcase of the machine and 
shut off the suction line by running | 
the crankcase valve all the way in. | 
Start the compressor and draw a 20” 
vacuum on the crankcase. Stop the 
compressor. If the flapper valve is | 
good, the gauge will remain at 20” 
for at least three minutes. A bad pis- 
ton or a bad piston valve will make | 
the unit run in long cycles with a 
normal “off” cycle. When either the | 
piston or the piston valve is bad, the | 
gas in the cylinder above the piston, 
leaks back into the crankcase before it 
is compressed sufficiently to be forced 
through the flapper valve. Hence, if 
either the piston or the piston valve 
is bad, the compressor will not pull a 
20” vacuum. Rather, it will slowly 
reduce the crankcase pressure to about 
10 to 15 inches of vacuum. To test 
for poor pistons, install both head and 
low side gauges. 
ing flapper valves. 


Proceed as in test- 
Inability to pro- 


duce at least 20” of vacuum is evi-|f"™ ™™ 


dence of an 


inefficient compressor. 
However, before condemning the 


compressor, see that the head pressure 
is not abnormally high. A high head 
pressure will exert such a force on 
the flapper valves that very little gas 
can be forced through the flapper 
valves on each stroke of the piston. 
Thus the symptoms of high head pres- 
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DEMONSTRATION 


+ that only Vetscan perform 
SAFETY WRINGER 


ITH the VOSS Line of Washers 


you can close sale after sale, 


by simple explanations and demonstra- 
tions of exclusive features that others 
can't even mention. See this remark- 
able line. Ask about the VOSS Extra 
Profit Franchise. 


SPACE 515B FURNITURE MART 


VOSS SUNSHINE MODEL 


Ilustrated at right 


BROS. MFG. 
COMPANY 


DAVENPORT, OWA 


| sure and an inefficient compressor are 
| similar. 
| Motor Trouble 

The motor is a source of high bills 
‘which is often overlooked by the 
|serviceman. A defective motor will 
draw more power than will a good 
|motor. If the motor is_ properly 
| fused and if the fuse holds, the motor 
‘must be o.k. (See preceding article, 
Protection.” ) If the motor has 
|to be overfused, slip off the belt and 
| check for play in the motor bearings 
If bearings seem o.k., oil them and 
| allow motor to run freely. If it runs 
smoothly and quietly, the motor is 
| probably o.k. (See previous articles 
| Motor Service and D. C. Motor 
Troubles.) Then check for high 
| head pressure, belt too tight or a stiff 
compressor. 


Inefficient Oil 


A stiff compressor is generally 
caused by lack of oil in the crankcase. 
Often times a tapping or squeaking 
noise is evidence of a stiff compressor. 
3efore adding oil to the compressor, 
however, check for an oil-logged coil. 
If the lower tubes on a high side or 
low side coil appear to be frosted less 
than the upper part of the coil, the 
coil is oil-logged. Put very hot 
| water in the ice-cube trays and keep 

changing the water as the coil cools it. 
After several applications, the com- 
| pressor will start to quiet down and 
the stiffness will leave it as the oil 
|lubricates the moving parts. If mn 
| evidence is found of an oil coil oil, it 
either leaked out around the seal or) 
lit must be lodged in the receiver. | 


n either it is necessary to add oil 
to the compressor. To add oil to the| 
compressor, install a suction gauge con- | 
nected on a tee as shown in figure A.| 
Estimate the amount of oil to be added | 
and put a mark on the side of the 
Pour the oil into the glass in 
excess of amount required. Install 
a flare and dead head on the oil pipe 
side of the gauge and pull a 20” 
vacuum on the crankcase and then 


glass. 


bring the crankcase pressure back to 


0 pounds by cracking the suction 


valve. (This is done to remove all 


| oil to be sucked in slowly by operat- 
A D V EF R T { S | N G jing the suction valve. When the oil 
REACHES AND SELLS ALL head. “Then allow the 
WORTH-WHILE APPLIANCE | pine and squeaking disappear. 
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gas from the crankcase.) Remove 
the dead head and install the oil pipe. 
Start the compressor and allow the 


level reaches the mark on the jar, run 
the suction valve all the way out, stop 


compressor to run until the tap- 


Care 
| must be taken so that the end of the 
oil pipe is always covered with oil 
otherwise the compressor will suck in 


FLASHLIGHT FACTS 
By E. P. Waldo 


A small daub of vaseline smeared 


Every new 


| light should be so treated. The only 


fitting which should not be lu- 


bricated is the lamp itself. 
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If you sell one of the many 
fine ranges equipped with 
Chromalox units, use the pow- 
erful selling aids contained in 
the exceptional features of 
these fast-cooking, enduring 
and economical units. House- 
wives are becoming universally 
familiar with the appearance 
and performance of Chroma- 
lox Super-Speed units, and 
very often your prospect’s ini- 
tial interest has been created 
by the glowing enthusiasm of 
some Chromalox-using friend. 
Chromalox units’ will sell 
ranges for you. 

Remember, too, that every type of 
unit in use in your community can 
be replaced with these popular top 
burners. NO large stock necessary 
—they fit all ranges. Inexpensive 
adaptor rings take care of the fit. 
Get this business—it’s waiting for 
you. 


GET THIS 
SALES PLAN 
BOOK 


MAIL WITH YOUR BUSINESS LETTERHEAD TODAY! 
EDWIN L. WIEGAND CO. 

7525 Thomas Bivd., Pittsburgh, Pa. 
Without obligation, send us complete data about Chro- 


malox Super-Speed Range Units and how we can make 
money selling them 
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Sales 


Refrigerators 


—up 28% 


Washers 
—up 27% 


Oil Burners 
—up 45% 


Stokers 
—up 92% 


ELECTRICAL MERCHANDISING 
330 W. 42nd St. 
New York City 
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MAKES and MODELS 


When thermostat closes, 
rent flows through the solenoid 
valve and opens the suction line 
so that gas pressure from the 
coil enters the crankcase of the 


cur- 


+» compressor. This pressure 
closes the low side switch and 
starts the motor. To test for a 
bad thermostat short circuit 
posts 1 and 2. 


FRIGIDAIRE (Sc 75 and Sc 66 
Air-Conditioners)—Job won't start, 
low side switch will not stay in... 
Check for discharged bulb in the ther- 


mostat. To do this, short circuit the 
thermostat as illustrated. At the 
instant the thermostat is_ short- 


circuited a loud click should be heard. 
This click is made by the solenoid 
valve which is in series with the ther- 
mostat. The solenoid valve opens the 
suction line and allows the gas pres- 
sure in the evaporator to fill the 
crankcase of the compressor. When 
the crankcase pressure reaches 35 
Ibs. per square inch the low side 
switch will cut in and start the unit. 

If no click is heard when the ther- 
mostat is short-circuited check for a 
blown line fuse and check for an open 
solenoid valve. 

If the click is heard but the low 
side switch does not click in after 
several seconds, check for no refrig- 
erant or for a stuck shut thermostatic 
expansion valve. 


KELVINATOR AND NORGE 
(Wooden Base Models )—Radio noise 
Connect compressor to motor by 
means of a No. 4 copper wire. Inter- 
ference comes from static electricity 
generated by the belt slipping on the 
flywheel. 


Troner) — 
ironer roll 


TO (Wringer - Post 
Washer motor runs but 
will not turn . . . Check motor coup- 
ling on washer. If it is broken, re- 
place. Check wringer drive shaft to 
see that spline is not worn and is 
meshing with the ironer drive spline. 
Check roll drive pin on the open end 
of the ironer roll to see that it is se- 
curely locked in the hole in the roll. 
Make sure that the ball and spring are 
holding the pin tightly in place and 
not allowing it to slip out under pres- 
sure. Take off the end plate and cam 
assembly. Undo the screw under the 
name plate and remove the clutch 
shifter fork assembly. Check the fork 
to see if the cams are bent or worn 
and if so replace with a new assembly. 
Assemble and check. 
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Mache «PROFIT SALE 
EVERY Caster 


Sell JUSTRITE PUSH-CLIPS 
to every customer! Every home 
—every user of electrical appli- 
ances can use several sets of 
Justrite Push Clips . . . to 
hold radio wires and lamp 
cords to the top of baseboards. 


Neat. Efficient. 
These Justrite Features: Made 
of No. 1 steel - easy to 
install—no tools needed 


holds securely . . . long lasting 

. colors to match lamp cords 
or wood work . . set of 8 for 
10c. 


FREE DISPLAY: 3 doz. 
Sets, Push-Clips in As- 
sorted Colors, in Color- 
ful Display carton. 
ASK YOUR JOBBER 
+ + + OF write to 


JUSTRITE MFG. CO. 


2061 Seuthport Ave. 
CHICAGO 


DEALERS 


for selling news 
look on New Products 
and Dealer Literature 


pages 63 & 64 
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MENT, CLRCULATION, ETC., REQUIRED BY THE 
‘A TS OF CONGRESS OF AUGUST 24, 1912, AND 
MARCH 3, 1933 of Electrical Merchandising published 
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State of New York 
County of New York. 

Before me, a Notary Public in 
and county aforesaid, 


and for the State 
personally appeared D. C. Mc- 
Graw, who, having been duly sworn according to 
law, deposes and says that he is the Secretary of 
the McGraw-Hill Publishing Company, Inc., publishers 
ot Electrical Merchandising and that the following 
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A Gift Special That 
Will Ring Merry Tunes 
On Your Cash Register 


/” Build Sales and 
Profits with 


Re-New 
REBUILT 
VACUUM 


HRISTMAS TIME is profit time for Re-New 

dealers. These dependable factory re- 
built vacuum cleaners displayed in holiday 
atmosphere have a magic way of drawing 
customers into stores! And...why shouldn't 
they? Nationally known cleaners retailing 
for as little as $10.95 can’t help but be 
sensations! 
Get ready for the big rush... 
order your supply of genuine Re- 
New Factory Rebuilt Vacuum 
Cleaners now. They look like new 
... operate like new ... and give 
unfailing satisfaction. Every Re- 
New sweeper carries an iron clad 
guarantee for one year! 


PROFITABLY. 


for as little as 
The following makes 
are carried in stock 


WY for immediate ship- 


ment: HOOVER, EUREKA, ELECTROLUX, PREM- 
IER, GENERAL ELECTRIC, UNIVERSAL, SINGER, 
APEX, HAMILTON BEACH, and many others. 


Parts and Service Dept. 


Immediate delivery on parts for all makes and models! 
Complete repair and rebuilding service. Armature 
rewinding. Also washing machine parts and wringer 
rolls, Mail coupon for free catalog! 


GUARANTEED FACTORY REBUILT 
VACUUM 
CLEANERS 


Re-New Sweeper Co. Dept. EM3 

9591 Grand River Ave., Detroit, Mich. 
Please send me your big new dealer 

catalog and price list. No obligation. 

Name 

Address 

City 


s. 
wat. 
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about the 


CADILLAC 


1911—-25th YEAR 1936 
VACUUM CLEANER 


THE 


WORLD” 


and DEALERS 
are reaping the 


HARVEST! 


$29.s5° 


All with 
ELECTRIC 
LIGHT 
Motor 


Driven 
Brush 


$49.50 $39.50 


ADS LIKE THESE 


appearing in Pictorial Review, Delineator, Better 
Homes and Gardens, American Home, Women’s 
World, Parents’ Magazine and Child Life tell 
15,000,000 readers the story of Cadillae and all its 
superior features. 


Demand is mounting daily and alert dealers are 
cashing in! Handsome profits await the Dealer who 
shows the Cadillac this Christmas Season. 


Every Cadillac at whatever price has Electric Floor Light, 
placed to throw light directly in front of nozzle, without 
shadows—in conformity with the National Better Light 
Better Sight Campaign All have specially-built motors, 
made in Cadillac's own plant, and large 8-blade fan ead 
of usual 6-blade) for greater suction power. Nozzles adjust 
exactly to fit every rug thickness—-rubber bumper all around 
Patented easy connection for attachments—Automatic tilting 
and handle-locking device. With Cadillac you sell conven- 
ience of use as well as efficiency. 


SOLD ONLY BY DEALERS 


Cadillac cleaners are sold only through established dealers 
and jobber never direct-to-user by canvassers, house-to- 
house, or high pressure methods. Hearty dealer cooperation 
newspaper mats, window displays and sales literature. 


CLEMENTS MFG. CO. 


6666 South Narragansett Avenue 
CHICAGO ILLINOIS 


“The people's Voice 
made me their choice, 
And here's the reason why: 
From Rubber Tray 
without delay, 
I pop out big and dry.” 


* 


The people who buy mechanical 
refrigerators have cast a record 
vote for ice cubes instantly from 
Flexible Rubber Trays or Grids. 
The majority is 99 to 1 in favor 
of this modern method of getting 
ice cubes. 

Don’t take chances. Insist that 
the refrigerator you sell comes fac- 
tory equipped with— the people’s 
choice for the truly modern refrig- 
erator—a Flexible Rubber Tray or 
Grid in every ice compartment. 


THE INLAND MANUFACTURING CO., DAYTON, OHIO 


TRULY MODERN REFRIGERATOR SHOULD HAVE 


LEXIBLE Ruppen Tray OR Gro 
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1,000 Refrigerators Will 
Support Service Shop 


Just as a cow, a pig and a hen are 
enough to give any small farmer a liv- 
ing, any community with 1,000 elec- 
tric refrigerators and 1,500 radios in 
it offers a pretty good location for a 


dealer service department, according 
to Jim L. Turpen, service manager for 
the Stewart-Warner branch in Kansas 


City, Mo. 


SEES SERVICE OPPORTUNITY 


Jim L. Turpen, who thinks dealers 
should relieve refrigerator jobbers of 
repair load 


“So many dealers have been letting 
George do it.. 
tributor 


. meaning the dis- 
. that they have failed to 
see that the number of installations in 
their neighborhood has been steadily 
increasing. A thousand refrigerators 
will average about five service calls a 
month and the average bill will be 
around $15. Refrigerator work is 
more profitable than radio, on which 
the average repair bill runs $4. 

“There will be no difficulty en- 
countered by the dealer in switching 
service business from the distributor to 
ground, which, after all, is what the 
his own shop as he is right on the 
customer wants.” 


Drill Tip 
By B. O. Bass 


Wood bits used in hand braces 
while rewiring old houses, making 
new outlet connections etc. are just 


WASHERS AND IRONERS 


about useless if they strike a nail or | 


metal lathe in the plaster. This 
trouble can be remedied if standard 
metal drills are used, especially the 
ones with raised ridge-like cutting 
edges running the entire length of the 
twist. 

The cutting edge on metal drill tips 
is usually ground to a 15°-30° angle. 
To facilitate increased boring speed 
in wood and lessen labor when used in 
a hand brace or 1-to-1 breast drill re- 
grind the tip to a 50°-60° angle. 
Take care that the grind is made so 
that the cutting edge strikes first and 
sheet metal, embedded nails, tar roof- 
ing and hard woods will hold no 
terrors. 
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is all it takes to point out the 
“Date-line” on an Eveready 
Battery when you sell it. Only 
one second... 


BUT IT MAKES YOUR STORE 


A BETTER STORE... 


for it instills confidence in 
your customers. It shows them 
that you sell the best... that in 
your store they get full value 
for money spent. 


EVEREADY 
BATTERIES 
ARE FRESH -> 


BATTERIES LONG 


BATTERY 


= 
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G. 
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é Quiet, gmooth-running: de- m 
> | inate service “erie and build 
good will for Horton dealers- 
The famous «jeweled mech- 
sons Why sales of Horton 
| washers are zooming to the 
~ nighest point in 65 years ot 
- sales write 6° Horton now! 
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G-E 9-MONTH SALES 
BILLED UP 27 PER CENT 


SCHENECTADY-—Sales billed by the 
General Electric Company during the 
first nine months of 1936 amounted to 
$189,263,156, compared with $149,173,275 
during the corresponding period last year, 
an increase of 27 per cent, President 
Gerard Swope announced today. 

Profit available for dividends on 
common stock for the first nine months 
of this year amounted to $26,533,667, com- 
pared with $17,205,332 for the first nine 
months last year, equivalent to 92 cents 
and 60 cents, respectively, per share on 
28,845,927 shares outstanding in each 
period. 

A dividend of 25 cents per share of 
common stock was declared in Septem- 
ber, payable on October 26th to stock- 
holders of record on September 25th, 
making a total of 75 cents per share for 
the first nine months of this year, com- 
pared with 50 cents paid for the corre- 
sponding period of last year. : 

Orders received during the first nine 
months of 1936 amounted to $211,891,038, 
compared with $158,943,765 for the nine 
months last year, an increase of 33 per 
cent. 


Westinghouse Employees 
Launch Golden Jubilee 
"Sell-Ebration" 


EAST PITTSBURGH. — Beginning 
October 19, and lasting six weeks, more 
than 34,800 employees in 15 cities where 
plants of Westinghouse Electric and 
Manufacturing Company are located, will 
launch a gigantic Golden Jubilee “Sell- 
Ebration.” This “Sell-Ebration” will 
not only help increase the Company’s 
sales but will also acquaint employees’ 
friends and neighbors with the new com- 
plete line of Golden Jubilee electrical 
appliances. 

The campaign is a grand finale to the 
Westinghouse Fiftieth Anniversary. The 
employees’ pledge to “sell more than one 
appliance each during the campaign,” 
reveals their enthusiasm and their de- 
termination to obtain approximately 
$2,000,000 worth of plus business from 
this campaign. 


Milwaukee Show Goes Over 


MILWAUKEE, Wis. — Milwaukee’s 


fifth annual radio and electrical appliance | 


| Inc., have appointed the following new | 


New York Stores Find 
Good Light Aids Selling 


WATERBURY, CONN. — New 
York’s most profitable retail stores are | 
employing lighting intensities for general | 
store illumination from two to as much 
as ten times as great as the intensities 
employed by l:ss profitable competition. 

These facts were brought out in an 
address given tonight by E. R. Dibrell of 
E. R. Dibrell Associates before 250 lead- 
ing merchants and manufacturers in 
Waterbury, Conn. upon the subject of 
“New Competition in Retail Selling.” 
Newest mechanical aids of retail selling 
were stressed in which scientific lighting, 
air conditioning and traffic control were 
mentioned in particular. 

The lighting standards recommended by 
Dr. Matthew Luckeish, Director of the 
Lighting Research of the General Elec- 
tric Co., for retail and department stores, 
it was pointed out, are from 18 to 25 
footcandles, whereas the average num- 
ber of footcandles employed in fifteen 
leading New York stores is 8.9, indicat- 
ing that general store lighting is roughly 
60 per cent below desirable standards. 


Basler New 
Gibson Sales Head 
GREENVILLE, MICH—Charles J. 


Gibson, President of Gibson Electric 
Refrigerator Corporation, Greenville, 


Michigan, announces the appointment of | 


F. E. Basler as sales manager. Mr. Bas- 
ler was for many years general sales 
manager of Atwater Kent Manufacturing 
Company of Philadelphia. 


L. E. Taufenbach recently resigned as 
sales manager of the Gibson organiza- 
tion so that he might return to his native 
California where he will again represent 
the company as West Coast manager. Mr. 
Taufenbach had been drafted by Mr. 
Gibson to assist in the organization of 
the sales and sales promotion departments. 
Mr. Basler’s arrival in Michigan enables 
Mr. Taufenbach to rejoin his family 
and resume his work in California. 


New Fairbanks-Morse 
Distributors Appointed 


INDIANAPOLIS, IND.—The Home 


Appliance Division of Fairbanks-Morse, 


distributors, according to W. Paul Jones, 


show, held in conjunction with food | general manager and Parker H. Erick- 
manufacturers, in the Auditorium Oct.} son, radio sales manager: 
12-17 attracted record breaking crowds. Keith-Simmons Company, Inc., Nash- 
Dealers expressed themselves confident | ville, Tenn., for radios; Northeastern 
that 1936 would be one of the top years | Radio, Inc., Providence, R. I., for radios; 
in sales history. | York Automotive Distributing Company, | 
Exhibits were arranged in three halls | New York, for radios. Fairbanks-Morse | 
of the Auditorium by members of the| refrigerators and home laundry equip- 
Wisconsin Radio, Refrigeration and Ap-| ment will continue to be distributed in 
pliance Association. Frank W. Greusel,| New York by Bruno-New York, Inc. 
of Maurer-Greusel Co., president of the | Another distributor appointed was the 
association, was chairman of the appli- | Grant-Dadey Company, for North Da- 
ance show, assisted by a committee in- | kota and northwestern Minnesota, who 
cluding Gordon G. Fairchild and Bert | will distribute the entire line, according 
Johnson, executive committee, and A. Van|to Mortimer Frankel, assistant general 
Antwerpen, association treasurer. — of Fairbanks-Morse. 
| 
Engages Robert Heller 
MOLINE, Ill—The Herman Nelson 
Corporation of Moline, Illinois, manufac-| The National Enameling and Stamping 
turers of heating and air-conditioning | Company has taken showroom and sales 
units, have engaged the services of Rob-| office space on the 14th floor of the 
ert Heller, Industrial Designer. Mr.| Chicago Furniture Mart. Since 1902, 
Heller who is noted for his work in the| the company has had Chicago head- 
product design field in connection with | quarters at 346 Kinzie Street. Besides 
such companies as the A. C. Gilbert | electrical roasters and specialties, the 
Company, Maine Manufacturing Com-| firm makes enameled ware, japanned 
pany and Westfield Manufacturing Com-| ware, lithograph ware, galvanized 
pany, will design the Herman Nelson| ware and _ tinware_ kitchen utensils, 
Company’s new _ air-conditioning unit | dairy supplies, kerosene stoves, oil heaters, 
known as the “Hernelco,” this appliance | beer barrels and casseroles. E. G. 


Nesco in Furniture Mart 


to be ready shortly after January Ist of | Blumenstein, who is district sales 


next year. | manager, heads the Chicago division. 
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When you sell an electric ap- 

pliance equipped with an R & M 
motor, cash in on that fact. 
Say: “And the motor is an 
R & M, made by America’s 
motor specialists.” Your cus- 
tomers are familiar with the 
R & M reputation for quality. 
They are constantly being re- 
minded of it through our ad- 
vertising in the Saturday Eve- 
ning Post, Collier's, Time, and 
other publications. Put R & M 
prestige to work—right on your 
floor! . . . Robbins & Myers, 
Springfield, Ohio; Brantford, 


Ontario. 


FANS e MOTORS e HOISTS © CRANES e FOUNDED 1878 


MYERS 


NON-GLOW COILS BACK OF FAN 


WRINKLE FINISH (EVERLASTING) 


TILTS BACK ON BASE TO 30° }——= 


A NEW SALES PACEMAKER! 


HEAT-FAN 


@ Fairly bristles with hot selling features—a few being 

shown in the picture above. The new ADCO HEAT- 

FAN operates on 110 volt A.C.—capacity 1200 watts 

at 110 volts—weight 11 pounds net—size 12” high, ‘Ship -... ADCO HEAT-FANS 

12” wide, 7” deep. TILTS BACK to 30 degrees. Heat- ° $9.75 ‘list, less dealer's Gienseat) 

ing elements don't glow and they far outlast others. Express Freight ( Post. 
Can't burn anyone or burn furnishings—(outside 


stays cool; so does the fully shielded, air-cooled motor.) Name.................00eeeeees 
Heat is spread—no intense beam in one spot. 
Order a stock NOW —use the coupon. Place subse- 
quent orders through your regular jobber, at custom- 
ary dealer discount, or order City.............. 


direct from factory. 
AIR DEVICES CORPORATION 


(Subsidiary of Automatic Products Corporation) 
64 East 25th Street, Dept. M Chicago, Illinois 
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They Roll Their Own | 


INDEX TO ADVERTISERS 
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AND 
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pliances. Cartons of lamps of vari 18 
ous sizes are always carried. In 2 ‘ 

UNDISPLAYED RATE: $1.00 ger line per insertion. Minimum char Ke $4.00. (First fact, there is hardly a need of a farm | Aluminum Company of America.... 44 
line in small black face type). Fractions of a line count as a line. Biscount of 10% ’ : ) J } A “ Rolli Mill Co 69 

if full payment is made in advance for 4 consecutive pry’ of Fone) 44 ads. = home which cannot be met from stock. merican Kolling Mi iikencunne 

inch ‘is on one columa. As a rule it is intended that the American Tel. & Tel. Co.......... 45 
There are 4 columns—48 inches to a page.) | articles in the trailer shall serve as American Weekly ............... 17 


samples, other articles being sent out | Apex-Rotarex Corp. .Inside Front Cover 
later, but sufficient reserve of smaller 3 
| | Appliance Bookkeeping Service.... 78 
| articles permits immediate delivery if | a  Wieher © 
this seems desirable. utomatic Washer Co....... 7 ae 
ah The attractive appearance of the | | Belden Mfg.Co.................. 59 
et truck inside and out insures its favor- | | Bond Electric Corp............... 18 
DOMESTIC COMMERCIAL Dependable service that en | able reception. It has solved the prob- | Brannon, Ee eraecael ais 2 58, 66,.79 
Send for Our lem of initial approach on a cold can- | Briggs & Stratton Corp... 2% 
prices possible. That's what BIG vass job, for no one having this in- | 2 
J 
you secure when you dea 4 A | Bright Star Battery Co. 72 
ue, BARGAIN teresting appearing contraption drive 
Write for catalog on your up to the front door could fail to be Burnstein-Applebee Co. .......... 78 
(Branches: New York— CATALOG interested. Did you ever see the Chicago Wholesale Co........... 78 
| crowds that wait to inspect a house | | Clements Mfg. Co............... 76 
THE “HARRY ‘ALTER co. | trailer when they get a chance? The | | Commercial Crodtt Go......... 67 
1728 S. MICHIGAN AVE., CHICAGO, ILL., U.S.A. housewife is more than eager to visit ee 66 


the trailer and to look over the stock 


_DUST BAGS and not infrequently the man of the 
B O O K K E E P I N ad VACUUM CLEANER DUST BAGS $30 per | house turns up, too, to see what it is Easy Washing Machine Corp... 10, I! 
| | all shout. Edison Electric Institute... 35 
- bf ST E M A. ES. << Because of its flexibility and its | Edison G. E. Appliance Co........ 33 
NEW ADS | novelty interest, it is particularly valu- : H 
DESIGNED ESPECIALLY New advertisements for the December issuc able in calling on new customers in a ” 56 
FOR ceived by November 27. wt districts not hitherto reached and con- | Frieideire C Beck C. 
| siderable success has been attained in 
APPLIANCE RADIO PARTS bringing new names onto the firm’s Geier Co., P. A 29 
SALERS or LEA | books. Electric Co.............. 
DEALERS and WASHING MACHINES 
Are your profits absorbed by trade-ins ’ Carried in Stock at All Times | . Dar veges Ge ape 14, 21, 27, 33, 46, 51 
Do your stock records give you per Manefecteron, “ombicte Catalog 24 Hour Service | | tance both of cold canvass work and Gibson Electric Refrigerator Corp.. .68 
petual inventories? MIDWEST APPLIANCE PARTS CO. the development of leads from old cus- | : 
Are finance company charges and re- 2722 _W. Division St. Chicago, Tl. tomers. How valuable to firm has 
ARMATURE | been its system of call-backs and fol- Co 
serves properly recorded! | low-ups is shown by the fact that, Hamilton Beach Co............... 13 
Are your installment aceounts and REWIN DING || with a $5 merchandise order given to 79 
those financed properly kept? Motor Repair—All Types | each person furnishing a lead that re- Holland-Rieger, Inc 73 
or loss monthly? Write for prices and Catalog che thie Horton Mfg. Co.... 
ave you difficulty obtaining credit WILLMAN ELECTRIC Co. paid out over $/9U charged to this | . 
because of the improvised state 12506 Dexter, Detroit, Michigan item. This means 150 major appli- | Heskias Mig. Co.. coctecesce & 
ments which you render? —— ances sold to prospects furnished by | Inland Mfg. Co... réeeee 
THESE AND MANY OTHER | former customers. Justrite Mfg. Co 
at we: INS CONFRONT THE AP SEARCHLIGHT | The store keeps a careful card rec- Kelvinator Corp. ......... eee ek 
ANCE DEALER. ord of every prospect ever called upon. Leonard Refrigerator Co.......... 65 
THIS SYSTEM HAS BEEN DE SECTION This list is divided into an active and | | Lovell Mfe. Co ail talk Oe 
SIGNED FOR YOUR BUSINESS. inactive file and proves invaluable in Malleeb! 3 
Write today for particulars of this “Opportunities” furnishing data which helps in clos- alleable Iron Range Co......... 
system, manual of instructions and S | ing a sale. Each of the seven outside Matthews Mfg. Co............... 75 
other services. ales Employment _ salesmen is allowed protection on a Midwest Appliance Parts Co....... 78 
APPLIANCE Business maximum of seventy prospects, thus National Carbon Co............ 76, 79 
Merchandise keeping the active file alive and below | | National Enameling & Stamping Co. 61 
BOOKKEEPING SERVICE 490 in number. | | Noma Electric Corp 57 
6 NORTH MICHIGAN, CHICAGO, 111 RATE: 15 cents a word, undisplayed— A sales meeting is held every morn- | ANG EE ans TE 
see last issue for details. ing at eight at which Mr. Parts, Service & Accessories... .... 78 
= Baker checks over the day’s routine | | Pioneer Gen-E-Motor Corp........ 30 


with six of the salesmen, the seventh Premier Division, Electric Vacuum 


Note! Dealers and Service Shops Get This 
' FREE | man in the meantime taking charge of | a 25 
VACUUM RADIO the floor. On Saturday, two men re- Proctor & Schwartz Electric Co 52 
CLE CATALOG main on the floor to take care of the || 
| @-New oweeper UoO............ 
ANER Over 10.000 items in | | extra store business which always 78 
Replacement Parts! cluding ‘radio receiv | | develops on this day. Two or three Robbins & Myers, Inc............ 77 
ers, 0! nown 
Motor Rebuilding! radio Darts and times a month evening sales meetings | | Robertshaw Thermostat Co........ 20 
yroadcasting equip | 
Washing Machine | Rewinding | Trade-In Cleaners ment at lowest whole- are held, usually with an out-of-town Searchlight Section ........... 
Ports and at Lowest / Rebuilt Like New! A j 
WRINGER ROLLS Prices! , speaker can Stewart-Warner Corp... .39, 40, 41, 42 
men. Write ance W so é 
CATALOG! for your FREE copy lance trom the Sunlight Electrical Co............ 53 
ur big 84 page of this big catalog manufacturer’s angle. 
catolog lists thou- | Swartzbau h Mf Co 53 
SWEEPER Co. BURSTEIN-APPLEBEE CO. A profit sharing system in the form | 3 g 
9593 Grand River Ave. 1012-14 McGee St., Kansas City, Mo of a bonus on extra sales above quota | WMO, INE. 54 
DETROIT, MICH. offers a special incentive to sales ef- | | U. S. Electric Mfg. Co ........... 79 
g 
8.000 REPAIR PARTS M ; Enaland fort. A daily bulletin board record Voss Bros. Mfg. Co.............. 14 
anufacture in Englan | of individual sales ings | 
° A - British Manufacturers with large en equipped | | of individual sales standings keeps the Warren Telechron Co............. 16 
Free 86 58 different economic production of domestic electric | staff informed and on their toes. Westingh El 
models r ypliances invit 
Parts for all oF Washing can Corporation aiready doin | Advertising, in the hands of Lloyd | ectric & Mfg. Co. 
Machines ough own sales organizatio b t H 
Sypewriters and Radios might find sdvantageous fer mann? || J. Allen, is on a strictly budgeted | | Wiegand Co. Edwinl............ 74 
‘atalog hows liberal o dealera! ~ anc rite fi 8 
‘Electrical Appliances” c/o Messrs. Furniss. Ste- | | basis, with monthly and quarterly re- Willman Electric Co.............. 78 
CHICAGO WHOLESALE CO., Not Ine. phen & Co., Princes Court, 7/8 Princes Street, . . 
1614 W. Madison St CHICAGO. London, England. Solicitors. | adjustments for sales increase. 
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USALITE 


Extra- Powered 
FLASHLIGHT 
BATTERIES 


battery merchandis- 
ing at its best. Fac- 
tory Sealed, Factory 
Fresh convenient 
consumer "HAND-EE 
2 and 3 PAKS" of 
the nationally known 
No. 55 Usalite LOK- 
TOP batteries—spe- 
cialized attention 
merchandisers in 
bright pleasing col- 
ors with the mer- 
chandise already 

packed ready to 
hand out to your customers. No loss 
—no waste, keeps merchandise al- 
ways in clean, fresh saleable condi- 
tion. Assures maximum turnover— 
greater profits. 

Standard package 48 cells—i8 
“HAND-EE 2 PAKS"—4 “HAND-EE 
3 PAKS"—all in twin Master Pack- 
age Display Merchandisers with spe- 
cial battery tester. Never before has 
such a practical merchandising plan 
been offered Dealers—Jobbers for 
greater sales—greater profits. Write 
for further details today! 


UNITED STATES ELECTRIC MFG. CORP. 
222-228 West 14th St., New York City 


CHICAGO—323 W. Polk St. 
SAN FRANCISCO—335 Sth St. 


Selling Ranges 
On The Range 


CONTINUED FROM PAGE 


hazy. Apparently though, a happy 
combination of both made for lower 
rates, more range and water heater 
sales. 

In 1934 and 1935 the average an- 
nual consumption per domestic cus- 
tomer was stepped up 175 kilowatt- 
hours. At the beginning of 1934 the 
average price per kilowatt-hour was 
6.4 cents. By the end of 1935 the 
average price was reduced to 5.1 cents 
and in May of this year the average 
kilowatt-hour went for 4.7 cents. 
By the time 1937 comes screaming in 
it is hoped that this rate will be re- 
duced to 4.2 cents. Mr. Symons 
doesn’t have exact figures available, 
but he estimates that it costs the aver- 
age family in that property some- 
where between $2.60 and $3.10 per 
month to cook electrically. 


Serving the iron range country 
of northern Wisconsin, the Lake 
Superior District Power Com- 
pany has really gone into the 
electric range business the last 
couple of years. In 1935, 620 
ranges were sold, increasing the 
saturation point to 14.1%. This 
figure is well above the national 
average. 


Cash in on the ready- 
made marketand get 
your share of the 
attractive profits 
possible from the 
potential 22,- 
000,000 cus- 
tomers. 


THINGS 
HAVE 


HAPPEN 


in THE IRON 
toward the 


CORD-LESS-MATIC 


The Electric Iron Without a Cord 


jecti i ds to 
No heel rests, projections or dragging cor 
interfere with ironing—no plug attachments to - e 
out of order—no cord to fray, break, short circuit - 
burn the wrist—no shocks when ag in A 
_ No current flows when the iron is on ! ’ 
sloping point, permits perfect, easy of 
articles, around buttons and collars, under pleats, ruffies an 
aa ae nll surface means faster ironing, less electric 
no fatigue. 7 
than heretofore possible. New type _ plate 
stabilizes the heat flow and assures uniform 
heat distribution. 


Beau- Indicator shows when temperature 1s 
tiful “sight” for any kind of ironing. 
stream- Thermostatic cutoff pre- 

lined irons vents overheating and am 

in 4 and 6 wasted electricity. 

pound stand- Heat resisting 

ard weights. Handle. 


Fully guaran- 
teed. BRANNON 


Incorporated 
14307 Third 
Ave., Detroit, 
Mich. 


Thoroughly tested 
and approved after 
long continuous serv- 
ice in laundries and 
dry cleaning plants 
throughout the country. 


Ask your jobber, or write 


FOR XMAS SALES 
GIFT SENSATIONS 
By HANKSCRAFT 


The EGG 
COOKER 


Model No. 794 


A four-egg capacity cooker, with base, top 

and cord in ivory, and dome in flashing 

chromium. A volume item that will be a 

headliner among popular priced electrical 

gifts. Other models include: 

Egg Cooker No. 193 with poacher—$3.95 
De Luxe Egg Cooker No. 730—$5.50 


EGG SERVICE SET... 


Model 
No. 800 


& 


No. 794 Egg Cooker in 
ivory and chromium, 


Retail 


with four ivory egg cups and a colorful tray 
in green, blue or ivory. A combination that 
makes a gift worth giving at a price that is 
within the range of the average buyer. 


Baby Bottle 
Warmers 


Model No. 775 shown 
here. Retail price, $1.00. 
Standard Model, $2.95. 
De Luxe Model, $5.00. 
Six-Bottle Sterilizer, 
$8.50. 


THE HANKSCRAFT COMPANY 


1012 E. Main Street, MADISON, WISCONSIN 


Last year the average range sold 
for $145.00 which didn’t include an 
installation charge of $25.00. In 
quoting customers, though, it has been 
the custom to bulk the installation 
cost in with the price of the range. 
During the current year the charge 
has been raised to $30.00 due to in- 
creased costs. This money goes to 
local contractors who handle all range 
and water heater installations. The 
jobs are rotated among them and only 
on special installations are bids 
requested. 

Not especially interested in financ- 
ing the management asks the salesmen 
to make as many cash sales as pos- 
sible. For a cash deal a salesman re- 
ceives 7% more commission than if 
the same range is sold under a long 
term contract. Pleasant as it would 
be, cash sales are at a minimum for 
all ranges sold to date, 75% of them 
were on terms of 10% down, the re- 
mainder spread over periods up to 24 
months. 

Most every deal involved an old 


range, but these have been no buga- | 


boo. Ordinarily there is a ready 
market for used ranges in the terri- 


tory, but if the store room becomes 


| laden down with old stuff, a gala sale 


corrects the condition. All in all the 
utility manages to break even on range 
trade-ins. 

The example provided by this power 
company serving a region of modest, 
but relatively steady incomes well dem- 
onstrates that electric ranges and 
water heaters can be sold through ag- 
gressive sales efforts, sufficient adver- 
tising and a moderate rate. 
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[OUTING 
| 


PLATYPYS 


THE AUSTRALIAN PLATYPUS LOOKS 
LIKE AN OTTER WITH A DUCKS BILL. 
LAYS EGGS LIKE A REPTILE, YET SUCK- 
LES ITS YOUNG LIKE A MAMMAL 


~ 


—that the merchandise 
in your store is always 
fresh and in good con- 
dition. How? Just... 


(2 NOTHING LIKE GULF 
| ELECTRIC Q-MOTOR OIL 
EITHER 


ay 


POINT OUT THE “DATE- 
LINE” WHEN YOU SELL 
EVEREADY BATTERIES 


IT'S THE 
ONE OIL MADE 
SPECIALLY 
FOR ELECTRIC 
REFRIGERATOR 
AND WASHING 
* MACHINE MOTORS. OPEN PROFIT- 
| Wew MARKET. NOWAD- 
VERTISED IN COLLIER'S—YOU 
SHOULD HAVE IT ON YOUR SHELVES 


XTRA 
LONG ut 
AT. 
MOTOR 
For further information, write Gulf Petroleum 
Specialties, Gulf Building, Pittsburgh, Pa. 
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BDEALERS EVERYWHERE ARE WINNING WITH FRIGIDAIRE! 


@ A// Frigidaire dealers are winners in 1936! and dynamic sales-compelling advertising cess, plus the most complete, well-rounded 
Furniture stores, department stores, spe- are backing up a superior product. sales and advertising campaigns ever known 
cialty appliance shops, and utilities. From “Buy on Proof” is making history. The in the industry, to ail Frigidaire dealers. 
coast to coast they are smashing all previ- “5 standards” are revolutionizing refrigera- | And they are capitalizing on them to make 
ous refrigerator sales records! tor buying. The sensational “‘Meter-Miser” 1936 their greatest year! 

Because — Frigidaire has the range in ’36! _is capturing America. FRIGIDAIRE CORPORATION 
Well-laid plans, far-sighted sales strategy, We have given these ingredients of suc- DAYTON, OHIO 
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ONLY BY GENERAL MOTORS 


